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HERE’S WHY THERE WILL BE A CONTINUED 


INCREASED DEMAND FOR MINING MACHINERY AND SUPPLIES 


Minerals are essential to our kind of civi- 
lization. 

Although there may be changes in the 
pattern as between one mineral and another 
or one mine and another, the general level of 
per-capita mineral consumption is rising steadily 
and will continue, both domestically and world- 
wide. 

Population, both domestic and world, is 
on a rising trend which is expected to continue 
until at least 2000. Thus, total use of primary 
minerals will rise more steeply than per-capita 
increoses 

Mining is ao hard-weor industry. 

Equipment needs of mining mount even 
faster than the demand for the products of mines. 


In 1949, ENGINEERING AND MINING JOURNAL carried 
almost three times as much advertising as the next com- 
petitor and more than the next three publications 
combined. 


Member Audit Bureau of Circulations, Associoted Busimess Publications 


Depending on ore of steadily declining grades, 
the industry must handle more and more tons 
of rock per ton of product. 


The long term trend of greater investments 
in equipment per worker continues to be aggra- 
vated by high wage demands and disinclination 
to perform the arduous work inherent in mining 


operations. 


The markets for manufacturers who serve 
mining are geared primarily to the tons of rock 
handled, but augmented by the continued trend 
toward mechanization and the high level of new 
investments that on industry must make which 
constantly depletes the resources on which pres- 
ent investments are founded. 


ENGINEERING AND 
MINING JOURNAL 


A McGraw-Hill Publication 
330 West 42nd St., New York 18, N. Y. 
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T. R. TAKES HIGHEST COUNT BY 
ENCIRCLING SALES OPPORTUNITIES 
AT THE TIME 
PURCHASE IS CONTEMPLATED 


Thomas Register is the most complete 

source of accurate, encyclopedic, 
where-to-buy information. Thru their 
informative sale messages over 8,500 
advertisers are now reaching the all-important 
Thomas Register paid subscription clientiele. 
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E500 Advertise 


Cant Ge Wrong” 


MABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 
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And these informed T. R. advertisers 

stand as positive proof of the unequalled value 
of Thomas Register in presenting product 
descriptive advertising to prospective 

buyers at the precise time when they 
seriously contemplate making purchases. 
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&& We are designing the air conditioning system for an 
industrial research laboratory, but we don't have 
enough information on the amount of heat given off 
by laboratory animals — hamsters, rabbits, and white 
mice. Can you send us any data? 


the office and loft buildings under our management. 
Do you have any figures showing how much steam 
similar buildings consume for space heating and hot 
water? Can you tell us a good method for keeping 
daily track of fuel consumption? 


66 I'm a contractor, and we installed the piping for a 
snow melting system but there doesn't seem to be 
enough heat, and we wonder if the anti-freeze which 
is mixed with the water circulated has an effect on the 

To the desk of our editors continually friction in the pipes and the heat transfer rate. Have 


come questions such as these. They come you published anything on this? 
from the engineers, contractors, building 


and plant executives who are paid sub- 
scribers to HP&AC .. . and who rely on HP&AC 


to help them handle their jobs successfully. 


This evidence of great reader confidence indicates, 
emphatically we feel, that THE magazine which 
KEY men look to for answers to many of their 
technical problems is « good place to advertise any 


product used in heating, piping and air conditioning. 


Our story of “Across the Board” coverage is 
one YOU should know! 
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TO SELL effectively to industry today, you've got 
to have more than a casual “‘snapshot” of your 
markets. You need the sharply focussed facts pro- 
vided by the McGraw-Hill National Census of 
Manufacturing Plants. The most up-to-date data 
on America’s manufacturing industries available 
anywhere, the 1949 Census, has just been completed. 


THE BIG PICTURE of American industry, the 
McGraw-Hill census has identified, name by name, 
more than 200,000 plants over the past four years. 
These have been filtered down to a key group of 
41,778 units — the 18 per cent of industry that 
employs 84 per cent of industrial workers, and 
produces 85 per cent of value added by manufac- 
ture. 


MOST ELABORATE AND EXPENSIVE McGraw-Hill 
research ever undertaken, the Census is a con- 
tinuing project. To keep the shifting pattern of 
industry clearly in focus, the Census has been re- 
vised and retabulated three times, in 1945, 1947 
and now in 1949. 


PRIMARY PURPOSE of the McGraw-Hill Census is 
better publishing control. Knowing who and where 
plants are, how big they are, and what they make, 
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helps McGraw-Hill business magazines reach and 
serve the manufacturing industries better. Com- 
parable market information is also available on 
other fields served by McGraw-Hill. 


THROUGH THIS CENSUS we are able to concentrate 
our circulation activities — mail promotion and 
personal contacts — on the worthwhile plants and 
the important buying influences within those 
plants. The objective, and the result, of this con- 
tinuing activity is an up-to-the-minute audience 
of key prospects for McGraw-Hill advertisers. 


THE FACTS, DETAILS, AND STATISTICS on McGraw- 
Hill's 1949 Census are documented in the Market 
Data Book pictured on the opposite page. Your 
McGraw-Hill man will be glad to provide you 
with a copy. 


THIS BOOKLET will help you determine market 
potentials, evaluate your present markets, and 
classify your territories by industry, by state, or 
by size of plant. And, if you wish, McGraw-Hill 
Research — on a fee basis — will make a selection 
of industries, tailored to your specifications, and 
assemble them in territories to fit your special 
needs. 


ASK YOUR McGRAW-HILL MAN FOR MORE 
TI =<) INFORMATION ABOUT THIS SERVICE 


EVERY MCGRAW-HILL MAGAZINE A MEMBER OF OF 15 QUALIFYING FOR MEMBERSHIP In 


AUDIT BUREAU OF CIRFCULATIONS 


330 WEST 


STREET, MEW YORK 18, W. Y. 
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DOMESTIC ENGINEERING 
CATALOG'YDIRECTORY 


DOMESTIC ENGINEERING 
CATALOG DIRECTORY is the large 
annual volume which is used rims 
out the plumbing, heating and air 
conditioning industries as a source of 
buying and specifying information. 
If your products are used in this 
field, you will find it to your advan- 
tage to consult your advertising agency 
on how DOMESTIC ENGINEERING 
CATALOG DIRECTORY can make 
your products easy to buy and specify. 
Your advertising account executive 
is prepared to advise you wisely and 
help you determine proper layout de- ’ 
sign, as well as to give your catalog effective dis- 
tribution among the key buying factors in the 
industry of plumbing, heating, air conditioning 
and related products. 


HOW TO GET YOUR CATALOG USED 


Too many times manufacturers’ individual 
catalogs representing big investments in time and 
dollars are not accessible to the buyers and speci- 
fiers at the time catalog data is needed. 

This is where DOMESTIC ENGINEERING 
CATALOG DIRECTORY is of greatest assistance 
to manufacturers. DOMESTIC ENGINEERING 
CATALOG DIRECTORY is always at the finger- 
tips at that all important moment . . . when the 
order or specification is being written. 


‘DOMESTIC 
ENGINEERING Together DOMESTIC ENGINEER- 


ING and DOMESTIC ENGINEER- 
ING CATALOG DIRECTORY con- 


stitute the backbone of every well- 


conceived promotional program. 


They offer you the most practical. 


most economical and most effective 


approach to the tremendous Do- 


mestic Engineering Market. 
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majority of instances, misfiled, mis- 
placed or removed from the files 
and not returned so that they are 


Heating 
Plumbing 
Insulation 


Refrigerators 


Refrigeration 
Specialties 
Accessories 


Your catalog material, when properly designed, is 
your best substitute for an actual demonstration or dis- 
play of your products. However, if your catalog ma- 
terial is not on hand when the order or specification is 
being written .. . it can not be expected to do the job 
you originally intended it to do toward making vour 
products easier to buy and specify. 

Surveys and close observations in some of the most 
orderly purchasing departments usually disclose that 
loose catalog sheets and individual catalogs are, in the 


/ 
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Water Systems 
Gas Appliances 


Kitchens and Cabinets 
Domestic Leundry Equipment 
Frozen Food Cabinets 
Stokers, Oil Burners 

Electric Appliances 

Air Conditioning 

Fans, Blowers 


NG 
CHICAGO 


not available for quick, easy refer- 
ence when needed. 

You can eliminate this costly 
hazard to your catalog material and 
make your products easier to buy 
and specify by placing your ma- 
terial in DOMESTIC ENGINEER- 
ING CATALOG DIRECTORY 
along with the hundreds of other 
leading manufacturers. 

As an added service, this huge 
buyers’ guide contains bold face 
listings of produc ts displayed in the 
catalog section and bold face list- 
ings help sell your products. 

New buyers . . . changes in lines 

. the rapid return to a strictly 
buyers’ market . . . all combine to 
make the fortheoming edition of 
DOMESTIC ENGINEERING 
CATALOG DIRECTORY even 
more valuable as a medium to carry 
your catalog material to the buyers 
and specifiers who will keep it on 
their desks ready for instant use 
every business day of the year. 

HOW WE CAN HELP YOU— 

Our service facilities are avail- 
able to you in the preparation of 
suitable condensed catalog material 
for your products at no charge. Let 
us help you or your agency make your products easier 
to buy and specify. Our Staff of Catalog Experts is 
available at all times to assist manufacturers and their 
Advertising Agencies in the preparation of catalog ma- 
terial. We are prepared to accept catalog material at 
any stage of preparation and follow it through to com- 
pletion... or to handle the complete job of catalog lay- 
out, copy writing and final compilation and produc- 
tion as desired, Our consulting service on poe mes lay- 
out and copy is available at all times . . . at no cost or 
obligation. 
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TSN is very usetul it fills my needs 
Tratlic Manager. 
Large Ohio Manufacturer 

TSN is a grect medium for information 
Railroad Purchasing Agent. 
Philadelphia 

TSN is doing a fine job it is very useful.” 
President of Illinois Truck Line 

We rely on your advertisers for our sup- 

plies.” 
Owner Missouri Bus Line 

‘TSN is very useful just as it is.” 
Railroad Vice President. 
Okiahoma 


Yow get reader acuion from 
buyers in the Transportation industry when 
you tell your sales story in TSN. Over 
45,000 copies monthly, CCA—more than 
100,000 monthly readers 


TSN reader action is not “coupon clipping’ 
advertisers tell us TSN unquiries are tops 
in actual sales dollars. A reflection of the 
advertisers’ results in TSN is the 400°, 
advertising volume increase in 1949 over 
1948 


A test campaign in TSN will give you con- 
crete evidence why TSN should be on your 
1950 advertising schedule. Whether you 
want to sell individual transportation in 
dustry segments such as the railroads, the 
motor transport carriers, the water car 
riers, etc., or whether you want to sell the 
entire transportation industry, TSN will 
give you tangible results—sales producing 
inquiries —of its complete market coverage 
at the lowest rates. Write today for addi 
tional recent information and data. 

TSN is one of a family of 8 specialized 
services devoted exclusively to the transpeor 
tatron industry 

TSN. now in its fifth year, is offilicted with 


the Traffic World, o $20 o year ABC transpor 
tetion news weetly, founded in 1907 


Letters 


Return Postage Guaranteed 
Works Better, Says Crawford 


To Tue Eprron: various 
sources | get suggestions that use of 
U.S. Post Office Form No. 3547 is ad- 
visable on third class mail for list cor- 
rection. In fact, | continually receive 
mail bearing the declaration. The sup- 
position is that the post office will re 
turn a new address, if the new address 
is known. 

Yes, the post office will return a new 
address. But this does not give a cor 
rection for an industrial mailing list. 

Suppose the Slippery Oil Co. is send 
ing lubrication charts to 


Joe Slick, Lube Foreman 
Spindle Spatula Co 
Mezzotint, Ark 
If Joe moves out of town, and leaves 
a forwarding address at the post office 
there is an excellent chance that Slip 
pery Oil will get Joe's new address. But, 
he may have gone in to the chicken 
business. The post office just gives an 
address, and it is the address of Joe 

Slick 

lo actually correct an industrial mail 
ing list for personnel changes, the only 
certain system is to get the envelope 
back marked, “Not There.” in order to 
prevent waste. To get a new name or 
new address worth anything. another 
service must be used 

The use of forwarding cards is some 
thing of a delusion and a lot of money 
is being wasted 

After all this, T may still be wrong 
But it has been checked pretty thorough 
lv. and I do know the returned mail 
load has dropped fast since we started 
using Return Postage Guaranteed and 
nothing else. Teo Crawrorp, advertis 
ing manager, McNally Pittsburg Mig 
Corp., Pittsburg, Kan 


The Copy Chasers Give, 


Receive a Boost 

To Tue Eprror: The Copy Chasers’ 
April Boost-of-the-Month for our Fed 
eral Bearings advertisement “Quiet, 
Please” is very much appreciated. 

For the rec ord, we believe you should 
know that any “mean things” you may 
have said about this company’s advertis 
ing in the past were all prior te our 
taking over the account about feur years 
ago 

Unfortunately, the readers of your 
column could not know this and might 
gather from your introductory comments 
that the same agency was responsible 


for the copy that brought forth the 
“Boos” as well as your current “Boost.” 

In our office, the Copy Chasers rates 
the monthly orchid and the highest 
pass-along readership of any advertising 
publication feature. Keep up the splen 
did work. Industrial copy will be all 
the better because of your discerning 
and constructive analyses.—-Mack Le 
Buanc, Fred Wittner Advertising, New 
York. 


Frank Letter Rates 
Honest Apology 

Tue Eprror: We must be “in 
genuous!” 

Your “Boost of the Month” to Mr 
L. A. Drew on page 92 of the May is 
sue of Marxetine should be 
for the Cutler-Hammer ad on page 88, 
and therefore, cannot be stamped “OK 
as inserted.” 

Mr. Drew is out of town but not in 
Grand Rapids and his name is still on 
our front door. 

What was that directive about con 
fusion? What happens now? Do we get 
a full page “make-good” insertion gra 
tis?——G. A. Kramer, Kirkgasser-Drew 
Advertising, Chicago 

@No full page insertion, but a con 
trite make-up department. Credit for 
the Cutler-Hammer ad should have gone 
to Mr. Drew. Don Behrens of Jaqua Co., 
Grand Rapids, Mich., should have re 
ceived the “Boost of the Month” for the 
Imerican Wheelabrator series on pages 
92 and 


More Help 

To Ture Enrror: Past issues of the 
Industrial Market Data Book have not 
prompted me to make any comments 
concerning them, although I have used 
them for at least 12 years. The latest 
copy. however, l feel deserves some fa 
orable comment, and yet I am unable 
to put a finger on the exact items which 
seem to have improved it. 

I do not believe there is a year that 
passes but what this publication is used 
for preliminary information on trade 
paper rates and requirements. Count 
less times during the year it is referred 
to in order to obtain association names 
and addresses, as well as other market 
ing data which it compiled. 

I thought you may be interested in 
knowing that this is one annual publica 
tion which is referred to very often, at 
least around this office.—G. T. Lone, 
secretary, C. H. Wheeler Mfg. Co.. 
Philadelphia. 
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Look into MODERN RAILROADS 
... it's BIG in format, Editorial Impact and Readership 
... it’s Beautiful—write for sample copy and see! 
... it's POWERFUL —use it. and know! 
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Looking for Volume Business from 


24% More Contractors 2 Years Later 
10% More REY Contractors 


Total Number of KEY Sheet Metal Contractors: 


109 


1947 


| 


Relatively Small Percentage of Concerns 
‘Still Handle Bulk of Available Work 


Earlier this year we gave you the 1947-'49 1949 
dealer picture in warm air heating . . . 


75% Do 
20% of Work 


Now for facts on how sheet metal contrac- 
tors have fared in this same two-year period! 


Contractor research was conducted in the 


same manner as the dealer research. Last 
year we went back to the cities surveyed in 


72% Do 
20% of Work 


' 1947 — did the same type of contractor 
f SELECT for studies all over again. 
f AdvcrtiinF Our 1949 research confirmed, with slight 


Your variations, what we told you in 1947: As in 1947 
Dublication the case of dealers, a relatively small percent- 
the atome® age of contractors (28% in °47 and 25% in For instance, in any commun- 
| Your iG '49 as shown at right) continue to handle ity, one out of every four 
Drospec the bulk of all available work. contractors does FOUR times 
and These KEY contractors are your ONE the business — has buying 


ELECT te R SOURCE of volume sales. needs FOUR times as great. 


ad 

Total Number of Sheet Metal Contractors: i 

ll 

4 
28% 

Do 80% ia: 

in Paid Circulation... Editorial 
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research will interest, you 


then this |ARTISAN 


<—— 1947 Total Number of KEY-Volume Contractors ——~> 


8.5% Mortality 
in 2-Year Period 


In thee two-year period some KEY contrac- 


Ea 8.5% Dropped from KEY Position 
: 91.5% Stayed in KEY-Volume Group 


tors went out of business. Others failed to 
do sufficient business to stay 


in the KEY-volume class. As 
graphed at left, KEY con- 
tractor mortality is 6.5 — 
a very stable group. Other 
contractors with increased 


These Contractors Came Up into KEY Ranks 


~<«—— 1949 Total Number of KEY-Volume Contractors 


volumes moved up, result- 
ing in a 10° over-all gain 
of KEY contractors in 1949 
compared to 1947, 


87 of the REY Contractors Subscribe 


reach 92% of the KEY warm air heating dealers 


to the ARTISAN 


The ARTISAN has a 100% paid circulation. 
Among its paid subscribers are 87% of all top- 
volume KEY sheet metal contractors. These KEY 
contractors are the country’s largest buyers of 
materials, supplies, shop equipment and tools — 
everything required in big sheet metal operations. 


In addition the ARTISAN enables you to 


KEENEY PUBLISHING COMPANY 
6 N. Michigan, Chicago 2 


Air Conditioning 
Heodquarters 


Also Publishers of Heating, 
Piping & Air Conditioning 
for the Industrial Field 


and 85% of the warm air-sheet metal whole- 
salers — thorough coverage of all “blue-chip” 
factors in the warm air heating, residential air 
conditioning, and sheet metal contracting field. 

The ARTISAN is both ABC and ABP. It is 
recognized by readers and advertisers alike as 
the NUMBER ONE BOOK in this important 
market which it so capably serves. 


Metal Contractors? 
| 
| 
4 
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When you advertise to the 


80,000 readers of 


every industry! 


The Snooper says: 
= “POWER is Essential 
to Plant Operation.” 


you speak to the men responsible for maintaining 
POWER in practically every power plant in 


EEA, 
INDUSTRIAL MAINTENANCE 


3623.27 FILSERT STREET 


Visit us at piel No. 59 
POWER SHOW 
Hotel Jefferson, St. Louis 
August 15-19, 1950 


PHILADELPHIA 4, PA. 


Ther bir ; pla your adv rhisement in the 
Auaust sue of INDUSTRIAL MAINTENANCE 
| extra copies of which will be distributed at the Show 


For Authoritative “Pacts on 


and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1950 edition, 
MARKET DATA NUMBER 
INDUSTRIAL MARKETING 
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Controllers’ Study Shows 
How Corporations Forecast 


New Yorx—A survey on business 
forecasting based on an analysis of the 
forecasting practices and methods of 
38 selected corporations in a wide cross- 
section of industry has just been com 
pleted by the Controllership Founda- 
tion, research arm of the Controilers 
Institute of America. 

The study emphasizes with statistics 
and case histories that forecasting is 
the starting point of intelligent business 
planning, and an essential for success- 
ful budgeting and control of expenses. 
costs and profits 

The results of the survey are em 
bodied in a report prepared by Frank 
D. Newbury, retired former director 
vice-president and economist of the 
Westinghouse Electric Co 

Thirty-eight companies were selected 
for study, representing 30 kinds of 
business, with annual sales volumes 
ranging from several million dollars 
to several billions, Types of corporate 
organizations studied varied from 
single-unit companies to multi-unit cor 
porations in a variety of fields. 

The survey was conducted largely by 
personal interviews with the chief finan 
cial officer and with executives direct 
ly in charge of research and forecast 
ing activities. 

In all cases studied, several kinds of 
internal forecasting, that is, forecasts 
that deal with single company condi- 
tions, are organized activities. In 29 of 
the cases some form of external fore 
casting, that is, forecasts of general 
business conditions, is made regularly 

Six of these companies undertake 
only general business forecasting; two 
engage only in industry forecasting; 
all of the other 21 companies undertake 
both kinds of external forecasting. The 
principal reason industry forecasting is 
not being done in the six companies is 
lack of over-all industry statistics for 
highly specialized products. Industry 
forecasts of the total competitive mar- 
ket potential, represented by total sales 
in an entire industry, are prepared by 
23 companies. 

All but one of the corporations studied 
prepare a formal annual forecast of 
sales. In the case of the single excep- 
tion, Swift & Co., the report says, both 
volume of production and selling prices 
are largely outside the control of the 
packing company management. 

In 20 companies raw material prices 
are of sufficient importance to deserve 
special forecasting attention. Finished 
goods prices are forecast by 17 com 
panies. In the case of the two electric 
utilities studied, “finished goods prices 
refer to rates for electric service.” Long- 
term capital expenditures are forecast 
by 30 of the 38 companies studied. 
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CIRCULATION 
EDITORIAL 
RESULTS 
GROWTH 
COST 


MILK PLANT MONTHLY is A.B.C. Aud- 
ited. Its subscription list includes the cream 
of the industry. (See A.B.C. Statement). The 
kind of circulation that is PURCHASING 


— CULATION — MILK PLANT MONTHLY 
gives you complete plant penetration. 


MILK PLANT MONTHLY has grown stead- 


ily during the 39 years it has been linked to 


Most 2uated 


Editerial Quality 


nee the milk ing and dai ducts i 
4 e milk processing and dairy products in- 
Editorially MILK PLANT MONTHLY i i 
rates high. CONCRETE FACTS—Practical dustry. It has played an important part in 


the growth of the Industry. 


Editors—these are the threads and the skilled 


hands with which the strong fabric of this 
publication is woven—the strong fabric that 
olds SELECTED readers who are BUYERS. 


MILK PLANT MONTHLY reaches the men 


in your sales target, the men who buy or in- 


At a remarkably low cost you can get results 
that give you big returns on your advertising 
investment in MILK PLANT MONTHLY. 
You can reach the blue-chips of this whop- 
ping industry and build prestige that means 


dollars. Consult your advertising agency or 
write us for detailed information and rates. 


fluence buying. You get RESULTS because 
you reach these men without WASTE CIR- 


Keens im Touch See Standard Rate ond Date for Circulation, Rates and Mechanical Information 
MILK PLANT MONTHLY 


of the in bd 

Milk Plant Monthl 
benefit from this close 

association. 327 SOUTH LASALLE STREET, CHICAGO 4 


PARTIAL LIST OF PRODUCTS MILK PLANT MONTHLY READERS BUY 


Ory MIR Machinery Gasoline, Olls, ate Power Plant Equipment 
and Supplies Heaters 


Pumpe—Sanitary and Deep Well T 


Boilers 
Brickh— F leer Heating Systems Recorders Tite 

fectric Fly Killers Homogenizers Refrigerating Equipment Towers (Cooling) 
Can Seals and Gaskets Electric Power Eavipment lee Manufacturing and Rubber Bosts and Specialties Tratlers 


Engineering Handling Equipment Sanitary Pipe and Fittings 


Services 
(Steam. Diesel, 
ase! 


Chesstate Powder and Syrups Insecticides Seales Weigh T Track Tires 
ime) Insulation Materials (Driver aad Plant) 
Condensate Return Systems lik Laberatery Equipmest Equipmen' Unit Heaters 

Cheese quipment alves 


and Equipment 


Lavedry 
Lighting Equipment 
Mixers 


Paint 
Fieoring Pipe (Steam, Grins. 
Fruit Concentrates Ammonia. ete) Contre! Systems 


SERVING THE MILK INDUSTRY AND PROMOTING THE PUBLIC HEALTH 
4 
7 
@ ! 
A.B.C. Audited 
Since 1928 
q 
‘A 
Authoritative Writing 
have mode MILK 
most widely quoted 
aa 
rig 
Alr Conditioning Eauipment lestin Equipment 
| 
| Coweting Machines Vending Machine ' 
i Dairy Store Equipment (Mitk Betties) 
Oewe—Cold Storage Water Gefteners 


Titustration by Leshe Ragan. courtesy of The Budd Company 


Modern Passenger Trains Are the Money-Makers 


An engineering survey” 
shows that 58 Stream- 
liners, grossing nearly $100 
million, converted 50% 

of revenue into net. 


Here is a profitable business opportunity for railroads and those who 
supply them. And here are the publications that can best help sell prod- 
ucts for the construction and maintenance of modern passenger train 
equipment. 

Just since 1946 the railways have spent more than one-third of a bil- 
hon dollars on new luxurious passenger equipment. Some 300 sets of 
“named streamliners” are in service, plus fleets of brand-new cars inter- 
mixed with conventional trains. 

At the first of the year more than 900 passenger-train cars and 100 
rail-motor cars were on order. The need is far from filled. The railroads 
own some 35,800 passenger-train cars and forty percent of them are 
more than 30 years old. In addition there are 2,700 rail motor-cars and 
6,200 Pullman cars in service. Altogether a whopping potential market 


for new construction and ‘modernization. 


Streamliners Earn More Than Ever” Railway Age, March 4, 1950 
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Car Trucks: frames; bolsters; equalizers; springs; air brakes; 
shock absorbers; car wheels; bearings; axles. 


Car Bodies and Framing: couplers and draft gear; structural 
steel and aluminum for framing and sheathing; insulation; 
flooring; plumbing; windows and sash; doors and fittings; 
steps; locks and other hardware. 


Interior Equipment and Appointments: seats and chairs; 
curtains; racks; trimmings; lighting fixtures; entertainment 
equipment; train-telephone; loudspeaker systems; uphol- 
stery fabrics and leather; lavatory equipment; sleeping car 
equipment; dining car kitchen equipment, including ranges 
and refrigeration; food and beverage equipment; napery. 


Electrical and Mechanical Equipment: power supply equip- 
ment; including generators and motors for lighting systems; 
fans; air conditioning equipment; storage batteries; wire and 
cable; train heating equipment and controls; electrical acces- 
sories and devices. 


Selling railways on buying and operating new trains... 
equipping them to assure passenger comfort and satisfaction 

..is a job that must be done among the top policy-making 
executives and operating and traffic officers who are respon- 
sible for passenger traffic development. These men are read- 
ers of RAILWAY AGE. 

The efficiency, long wear, durability and trouble-free qual- 
ities of your products in passenger trains, should also be sold 
to the mechanical department officers and supervisors who 
are readers of RAILWAY MECHANICAL AND ELECTRICAL 
ENGINEER. 


Railway Age has cham- 
pioned the development of 
streamlined trains since the 
very first train was built in 
the early thirties. Every im- 
portant train has been de- 
scribed and illustrated by 
Railway Age in feature 
articles. 

“Perhaps no instrumental- 
ity not directly engaged in 
the construction or opera- 
tions of railroad trains,” said 

the engineering firm which made the “Streamliner Survey,””* 
“has done more to promote and encourage the introduction 


 SIMMONS-BOARDMAN PUBLICATIONS 
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of the new types of passenger equipment on American rail- 
roads than has the Railway Age.” 

Railway Age is read by over 90% of the management 
group which you must reach for favorable consideration and 
approval. Railway Age reaches the entire range of executives, 
department heads, operating and purchasing officers, includ- 
ing, of course, traffic and transportation officers mogt closely 
concerned with passenger transportation. Railway Age gets 
top priority reading by this larger railway group and stands 
first in industry prestige and influence. It is the railway indus- 
try’s authoritative weekly magazine. It is the only railway 
business publication that covers the whole field of important 
developments while the news is still news. 

Railway Age, with its complete reporting on the business 
of railroading, provides breadth and depth of coverage un- 
matched in the industry. That's why it leads the field in ad- 
vertising volume and number of advertisers. Again, in 1950, 
Railway Age carries more advertising pages than any other 
2 railway business papers, combined. Use Railway Age to 
speed the acceptance of your product by management, by 
presenting your product's efficiencies and economies. 


In its Passenger Progress Number -- the October 28, 1950 
issue -Railway Age presents an annual round-up of passenger 
service and equipment information. Here is a clearing house 
of latest information on passenger service developments, new 
trains, and new equipment, that is vital to every traffic and 
transportation officer as well as to management and depart- 
ment heads. As a service to the railways, this issue is also 
distributed to inter-line ticket agents of the United States 
and Canada. There is no better opportunity to present your 
products where interest will be focused on passenger equip- 
ment and service. 


This is the only publication 
edited specifically for me- 
chanical and electrical de- 
partments —for the men 
who keep rolling stock 
rolling. 

These department heads 
and supervisors specify the 
new materials and equip- 
ment, as well as shop tools 
and maintenance supplies. 

They are responsible for 
securing maximum effi- 
ciency from passenger car equipment and shop operations. 

Here is the place to present the specific facts about your 
products — convincing evidence that you can help save shop 
time, labor — keep cars in service longer. 

Here in Railway Mechanical and Electrical Engineer, you 
reach each month, the mechanical departments of every rail- 
way system. You reach the men who can help you to sales in 
railway passenger transportation. 
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These ore the men who rely on MACHINE DESIGN to keep them 
informed of engineering developments that affect design. They 
exercise an important buying influence in a tremendous market— 
highly important to you and tough to sell 


TREMENDOUS —becouse it involves these 60,000 engineers in 9,000 
plants which purchase parts, materials and finishes for a 
$30,000,000,000 output of engineered products 


IMPORTANT —because these 60,000 engineers are the key factors 
in deciding what goes into every one of these products. They are 
constantly making design changes to achieve product improve- 
ment, lower costs . 


TOUGH TO SELL—because these engineers do not see salesmen 
regularly. They must be sold some other way. 


That's where MACHINE DESIGN goes to work. Edited for engineers 
by engineers, it talks their language—rates first with them—and wields 
an influence in their specifications. Your sales messages in MACHINE 
DESIGN keep you in constant touch with this big, receptive audience 
of 60,000 engineers 


Hundreds of Letters Like These Tell Us of 
Engineers’ Preference for MACHINE DESIGN 


From H. R. Sennstrom, Design Engineer, American Locomotive Co. 
“MACHINE DESIGN is an indispensable tool in our engineering 
endeovors.” 

From A. T. Cassiere, Consulting Engineer, 

“Your magazine is the most sought after and most minutely read 
of any publications we receive. MACHINE DESIGN is the ‘authority’ 
in settling disputes among the men.—Keep it authoritative.” 


A PENTON PUBLICATION * PENTON BUILDING, CLEVELAND 13, OHIO 
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FIRST 
IN THE 
ELECTRICAL 
FIELD 


66 YEARS OF 
TECHNICAL 
PROGRESS 


ELECTRICAL | 


MARKET 
SCOPE 


ELECTRICAL ENGINEER. 
ING Market Scope covers 
every electrical branch 
throughout the various in- 
dustries. More than 50,000 
circulation directed to men 
prominently associated with 
all phases of electrical de- 
velopment and application. 
Because the remarkable 
growth of the electrical in- 
dustry is due largely to the 
collective efforts of its 
readers, and because they 
are responsible for continu- 
ing industries’ technical 
progress, ELECTRICAL 
GINEERING readers are 
important factors when buy- 
ing decisions are to be 
made. 
LOWEST COST PAGE RATE 
PER THOUSAND CIRCULATION 


Advertisers and 
Agencies are invited 
te wire or write for 
complete information 


ELECTRICAL 
ENGINEERING 


SUITE 7-8, Lower Level 
500 FIFTH AVENUE 


NEW YORK 18, N. Y. 


Trends 


A review, by business paper editors, of industry condi- 
tions that may influence industrial marketing procedure. 


Active Telephone Field Sees 
Slight Dip Remainder of '50 


During 1950, the $12 billion telephone 
industry will find the postwar surge of 
business about ended and a more “near- 
ly normal” operation approaching. In 
dustry spokesmen feel that after four 
years of heavy activity the postwar rush 
should begin to subside. Although a 
lower rate of increase in total volume is 
predicted, business volume will still 
be far above pre-war experience. 

More than $144 billion will be spent 
this year by the 21 Bell system com- 
panies and the 6,100 independent com- 
panies. This figure brings the cost of 
the industry's expansion improvement 
program since the war to nearly $5.1 
billion 

Telephone managers in all sections 
of the country expect a continued de- 
mand for more telephone service, as well 
as an increasing toll business. These 
expectations are based on factors indi- 
cating no serious recession in 1950. 
Business which entered this year on the 
upgrade may run a 12-month course as 
follows: 

First six months: strong demand and 
output with liberal dosage of federal 
dollars supplying part of push. Employ- 
ment will lag at first, then join upcurve. 

Second six months: a gentle down- 
slope. Not a roller coaster dip but a 
“disinflation” for some industries which 
have not had their full postwar adjust- 
ment. 

Total telephones in service, including 
two million installed in 1949 by Bell 
and Independents, total more than 40 
million. Demand for new telephones 
continued heavy in ‘49 and in some sec- 
tions more applications for service were 
received than in any previous year. At 
the end of 1949 the held over backlog 
of Bell totaled 800,000.—Ray W. Smurrn, 
editor, Telephone Engineer & Menage- 
ment, Chicago 


Railroad Car Buying Up; 
Use of Diesels Increasing 


Capital expenditures for equipment 
and improvements to their fixed proper- 
ty made by the Class I railroads in 1949 
aggregated $1,312,200,000, the all-time 
record high. Of this amount $981,320.- 
000 was invested in new freight and pas- 
senger train cars and locomotives, and 
for each of these categories of equip- 


ment the railroads’ expenditures in 1949 
were the largest on record. 

Most of the new equipment installed 
in 1949 had, of course, been on order 
for some time, and with the important 
exception of locomotives, there was a 
substantial decrease in new equipment 
orders placed last year as compared to 
other postwar years. This falling-off in 
orders, particularly for freight cars, was 
a reflection both of the prevailing un- 
certainty about general business pros- 
pects and of the railroads’ inability to 
earn an adequate return on their invest- 
ment in the face of rising costs. 

Although strikes in various industries 
seriously curtailed railroad earnings in 
the early part of 1950, the generally 
more optimistic feeling in business cir- 
cles encouraged the carriers to express 
their faith in the future by resuming 
large-scale buying of the freight cars, 
and to continue ordering diesel-electric 
locomotives. In the first four months of 
this year orders were reported by Rail- 
way Age for 699 diesel-electric locomo- 
tive units, 26,563 freight cars and six 
diesel-driven passenger cars, the cost of 
which totals over $239,000,000. This 
compares with equipment orders placed 
in the entire year 1949 totaling $217,- 
000,000. Inquiries and orders for equip- 
ment in the first 10 days of May, this 
year, amount to another $100,000,000. 

Substantial operating economies are 
being realized by railroads substituting 
new diesels for obsolete steam locomo- 
tives, and many railroads either are now 
or soon will be using diesels almost en- 
tirely for main-line service and switch- 
ing. Concern is being expressed in some 
quarters, however, about the dependa- 
bility of diesel fuel supplies in case of 
war.—James G. Lyne, editor, Railway 
dee, New York. 


Weather, Acreage Shifts 
Boost Farm Equipment Sales 


Retail farm equipment sales, off to a 
sluggish start during early 1950 weeks, 
increased from $92 million in February 
to $139,000,000 in March and have 
maintained an even higher level dur- 
ing April and into May. This probably 
signalizes a return to the prewar season- 
al pattern of buying by farmers, and if 
continued season 
should give 1950 a volume comparable 
with 1949. 

Tractor production during the first 

(Continued on page 125) 


through the crop 
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You’ll get Results when you 
Advertise in CERAMIC INDUSTRY 


* LIBBY-OWENS-FORD HOMER LAUGHLIN 
* KOHLER of KOHLER * CORNING GLASS 
* HOTPOINT * MOSAIC TILE 


* and over 1,000 other American Industrial 
Giants depend on CERAMIC INDUSTRY for 


Manufacturing “know-how” 


CERAMIC INDUSTRY 


5 Sewth Webesh Avenve, Chicego 3, Mlinols 


“Yes, We Are Living in 


Ceramic World" —a booklet 


is yours for the asking 
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If yeu’re selling to the manufacturing industries... 


SELL THESE MEN AND 


die 
i! 
K 
THE PLANT OPERATING GROUP le 
AVY th 
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YOUR PRODUCT 


All industrial magazines are edited for Man- 
agement Men...the degree to which an 
advertising schedule can help your salesmen 
depends upon the selection of the right man- 
agement group and the best read publications 
serving that group. 


In the manufacturing industries there are two kinds of 
ple ... workers (labor), who mainly perform physical tasks 
managers (management), who plan and supervise. It is so 
times overlooked that the “right” people, who muitiate, i 
ence and make the decisions to buy industrial goods, suppli 
equipment or services are (with rare exceptions) entirely 
the management group. Therefore, effective sales effort, 
the manufacturing industries, means concentrauon on 
agement.” 

There is a good industrial magazine published for 
important management group in the manufacturing in 
Factory is edited exclusively for — and concentrates its ¢ 
lation on — the vitally important management group, 
PLANT OPERATING GROUP. 

When you are developing your advertising schedule, 
important to be sure which “management group” needs 
centrated sales effort. Ask your salesmen what kind of 
they want you to influence. 

If it’s Plant Operating, you know that more of these mam 
agement men read Factory than any other industrial magazine. 
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‘goingest” men on the ACRN staff 
A graduate from Wayne university 


[ 1) DOPE CONDITIONING & AEPRIGERITION 
News Digest 


with post-grad ae AIR CONDITIONING & REFRIGERATION NEWS 


study at the -- 
Chrvysier Institute 


has 


largely responsible 


ing features which 
appear regularly 
in ACRN He 


averages 


How does a typical air conditioning 
contractor operate’ C. Dale Mericle 
ACRN Associate Editor, went to 
Charles R. Beltz & Co., a typical 
Dale Mericle & large Detroit dealer-contractor, to 

NE  “On-Che-spor find out. ACRN recently reported his 

news and conventions to ACRN read- answers in a detailed 6-page analysis, 
called Operation Contractor.” 

Most interesting fact uncovered 

ON was that the average cost of plumb- 

ing and heating supplies to install an 

ir conditioning system run 12.5% 

“1 just wouldn't be without AIR of the cost of the unit. exclusive of 
CONDITIONING & REFRIGERA- Refrigeration supplies run 
TION NEWS—It is truly a great) 5.70; of unit cost; electrical supplies 


miles and 34 states 


publication.” and controls, 15 miscellaneous 
W. Hf. Eichetberger, Sales Mer. building supplies, 2.8% 
/ Refrigerator Div., Phileo Corp. Air conditioning contractors, as re- 


“Two Way StretcH’’—A New Study of 
The Commercial Refrigeration Market 


If you are selling products to the c"") ~—s DEALERS REPORT THESE MAJOR 
restaurant, bar, and store equipment MARKETS FOR REFRIGERATION 


field, or make commercial refrigera AND ALLIED EQUIPMENT 


tion and air conditioning equipment 


you won't want to miss the important : =n 

new ACRN survey which reports 

many significant changes in the mar 

ket 
Titled “Two Way Stretch” because 

it uncovers a broadening of product : 3 E 

sales and addition f many more p - 

services, this report is now available ; 5; z | 

in brochure form from ACRN A | => 

total of 1.819 dealers, distributors 

contractors, and service org an{pations amd farm freezers, and other large 

responded to the mail survey for a ind small appliances Respondents 
250 return. (It is significant that also reported increased sales activity 

62.49 of those answering were paid in air conditioning, with 61.50 now 


ACRN subscribers.) Field calls by selling package store units and an 
ACRN staff members supplemented additional 10.9* planning to sell 


the mail survey to check its accuracy Store planning and layout was 
and results found to be a major factor in an 
The most prominent market trend increasing number of sales and in 


reported was the increasing number stallations. Of firms reporting, 32.5" 


of products handied in the restau had services for food stores; 22.5: 
rant, bar, and store equipment field for restaurants; 20.7 for bars. Ar 
from refrigeration and air cond additional 12.3% reported planning 
tioning to backbars, booths, stools to add this service 
cooking equipment even murals! Additions were reported of allied 
Expansion of many of the commer equipment to the commercial refrig 
cial refrigeration outlets has ex eration outlet’s sales line for an “all 
tended to home and industrial heat equipment” sales approach to such 
ing, household refrigerators, home fields as groceries, supermarkets 


von ta ACRN Analyzes the Contractor; 
ort Finds New Business Practices 


ported by Beltz & Co., are now doing 
less work for general contractors 
(only about 10°) and more custom 
engineering and installing where all 
details are handled directly with the 
customer. In fact, the contractor 
often prepares complete specifica- 
tions for the air conditioning engi- 
neers. Spec writing does not always 
insure getting a job, as several other 
contractors may also submit com- 
plete specs suggesting other condi- 
tioning methods 

But, in general this analysis shows 
that the air conditioning contractor 
is gaining greater control over instal- 
lations, from spec writing and work- 
ing directly with the customer, to 
purchasing all necessary materials 
other than just the air conditioning 
units 

Beltz & Co. places considerable em- 
phasis on advertising, both direct 
mail and newspaper, to develop sales 
leads. Since sales of small window 
air conditioners closely follow the 
dry-bulb temperature curve, a stand- 
ard ad on these units appears on the 
financial page of one of the dailies 
every day the temperature rises over 
75° F. The space is reserved so that 
on cooler days other Beltz ads ap- 
pear. Thus, the company is cashing 
in on natural reaction, gearing a unit 
advertising budget to a fluctuating 
demand 

A copy of this analysis will be 
sent upon request 


hotels, taverns, bars, and institutions 
A total of 15.9% said they were sell- 
ing one or more types of allied equip- 
ment, with 3.1% planning to sell 
Products included electric fans 
4.7%; shelving, 20.7%: gondolas, 
188%; seales, 19.7% commercial 
cooking equipment, 16%; | slicers 
21.4% 
Complete report upon request 


Complete information on any of these 
topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 


“The Newspoper of the Industry 
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SPENCER TURBO-COMPRESSORS 


*Dyprcal Metal Progress Reader 


@ The Spencer Turbine Company has advertised con- 
sistently in Metal Progress since 1932. Among other 
concrete results from this advertising, the number of 
inquiries received for the Spencer Turbo Data Book 
has made it necessary to reprint it every two years. 


Metal Progress readers—over 21,000 of them—reg- 
ularly look to Metal Progress to bring them product 
stories that help them do their jobs. 99% of these Metals 
Engineers read the ads in Metal Progress. And we 


88% of the Metal Progress readers 
specify, recommend or purchase equip- 
ment, material and supplies used by their 
companies. This and many other impor- 
tant facts that will be helpful to you in 
selection of economical and productive 
media, are shown in a report of a recent 


impartial survey. Write us for a copy. 
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says: “we metats Engineers use 


Metal Progress” 


know that over three-fourths of them act on ads they 
read in Metal Progress. 


Editorially, Metal Progress, is must reading for any- 
one that has to keep up on the latest developments in 
the metal industry. That's the audience you must reach 
to sell your products and services. Put the story of your 
products and services in the book where it will be read 
and acted on by the men that specify, recommend 


and purchase*. 
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THIS 
CONVENTION 
PROVED 
THAT 


HERE IS THE 
MARKET 
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TEXTILE MACHINERY) 


SALES) 


Hundreds of textile manufacturers 
travelled thousands of miles to see 
the Textile Machinery Show in 
Atlantic City last month. They 
came to see and to buy the modern 
American equipment they have 
been reading about for the past 
10 years in the only Spanish- 
language textile magazine which 
covers every Latin-American tex- 
tile industrial center. 


These textile manufacturers used 
the money earned from us by 
pales of their coffee, ores and other 
local products to buy more than 
$44,000,000.00 worth of U. S. textile 
machinery last year. 

Dollar shortage? Not for the textile 
industry. Not if you compare to- 
day's vast business with the best 
pre-war year. 

An approach to these markets can 
be very profitable. It can be eco- 
nomical, too, when done through 


it sells them becouse 
it “tolks their language.” 


570 7th Ave.. New York 18, N.Y. 


Prohlems 


By KEITH J. EVANS 


Industrial Sampling 

Sales management has asked me 
to look into the question of samples 
and as I have always understood 
that sampling to industry repre 
sented a great waste, | am con 
cerned as to what I should advise 
our management 

De vou have any information on 
this subject that might prove help- 
ful to me?—Apvertisinc MANnacer 

Sampling is a big subject. Much 
has been written on it. There is un 
doubtedly a great amount of waste im 
indiscriminate sampling, particularly 
in the case of raw materials that have 
to be processed rather than immedi- 
ately put to use Years ago a statement 
was made that some companies very 
seldom had to buy welding rod be 
cause they always had plenty of sam 
ples on hand. 

When sampling, it is always well 
to offer mail samples only to a very 
good list or restrict your salesmen in 
offering samples to desirable pros 
pective customers. Then be sure that 
the sample is offered on the basis of 
an obligation to try it, record the re 
sults, and report them back to you 
If a customer accepts this obligation 
and you follow to see that he keeps 
it, then your sampling will probably 
prove profitable and help you get 
many new customers. When you are 
unable to follow up samples in a rea 
sonable way, a good portion of them 
are never used and so the material 
and effort are largely wasted 


Telephone Numbers 

More and more business is 
coming to our company over the 
telephone, which has called our 
sales manager's attention to our 
telephone number, which is not very 
easy to remember or easy to dial 
(mn the other hand, we have had 
this number for many years and 
hesitate to give it up. Would you be 
willing to comment on the situation ’ 

Apvertisinc MaNnacer 


If you have a telephone number 


that is not easy to remember and is 
not easy to dial, we would urge vou 
to try for a better number. If the num 


ber is distinctly better, more easy to 
remember, more easy to dial, then it 
would be wise to make a change. 
However, sometimes there just isn’t 
enough difference to warrant the 
change. Low numbers on a repeti- 
tive basis such as 1212 are more de 
sirable than all the same number, be 
cause a person may forget how many 
of the same number have been dialed. 
If you make the change, be very sure 
to give proper publicity to it so that 
the transition is as painless as pos 


sible 


Personal Names on Mailing List 
We have a very large mailing list 
and try for personal names in every 
case Unfortunately however, we 
seem to do a very poor job, par 
ticularly with the smaller com 
panies that are called on less fre 
quently, We have been thinking of 
separating the smaller companies 
and not trying for personal names 
in this group. Do you believe we 
would lose much if we adopted this 
system’ — Apvertisinc MANAGER 
Evervone likes to be addressed by 
his own name, so undoubtedly you 
would be losing something in giving 
up the idea of personal names in the 
case of your smaller customers. In 
the case of a good proportion of these 
customers you are selling an owner 
who very largely runs his own busi 
ness, and if you address his com 
pany, it is almost as good as address 
ing him personally. Very often his own 
name and the name of the company 
are synonymous, so rather than have 
a poor personal mailing list in the 
case of your small companies, we 
would recommend that you eliminate 
personal names and improve the ac 
of your list. 


Balsam Joins California Agency 

George Balsam, former account ex 
ecutive, G. M. Basford Co.. New York, 
has joined Steller, Millar & Lester, Inc., 
Los Angeles, in the same capacity 


Vitt Joins ‘American Exporter’ 

George N. Vitt has been appointed 
editor of American Exporter Industri 
al, published by Johnston Export Pub 
lishing Co. New York 
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Sales Approach 


To Pacific Northwest Business 


HOW: First by recognizing the fact that the Pacific North- 
west has big construction and building programs underway. 
Second—by strong personal sales work. Third——by maintaining 
an aggressive regional promotion program. 


WHAT? Goods and services required by the —_ and heavy 
construction industry and the potent forest products industry, 


are in brisk demand. Se 
WHEN: Every business day of the year. The Pacific North- — or: 
west is a four season market with only a mild slow-up during _— Sia 

the winter. 


WHERE: Advertising to the construction field, the broad at si. 
industrial field, the lumber industry of the Pacific Northwest Se , 
belongs in the Daily Journal of Commerce. 


WHYS The, Daily Journal of Commerce is a 100% business 
newspaper. Published in Portland, six days a week for the past 
55 years. Read closely by business men, construction men, log- 
ging men in Oregon, Washington, Idaho. Survey shows 11!/, 
readers per copy. 


Consult your advertising agency or write for rate card and sample copy. 


711 S. W. Avenue Pordand 7, Oregon 


WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


| 
| 
| 
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to SELL men in the plant engineering group 


because 


IT REACHES THE RIGHT MEN 
IN THE RIGHT PLANTS 


WITH THE KIND OF 
INFORMATION THEY NEED 


weanizations in An 
ing power 1s concentrated Nants are carefully 
lected on the basis of such specif wana d as powcr 


Gating, kilowatt consumption, em 


post 


tures and artules are planned to get active 
To make sure that it reaches the Plant gineering Group i 
attention. Information is selected for its value 
thes plants I&P follows a definite 


and interest to all departments in the Plant 


Special care is exercised in se 
Engineering Grou; 
i 
mailing imf to assure m-t 
responsible for ind pment More With a ereativy expanded and re vitalized editorial staff a 
than one copy ts mailed to a { t f ra need exists staff second to none in knowledge of the Plant Engineering 
lor 1 lest keme rrent the st } | roblen wma in lh rit with tr 
rculation list ts Key o i soups probiems and familiarity with industrial maga 
ng. You can be sure your advertisiny > reaches the ne publish &P is unequalled for 


men whe 


And you | 
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: MEE) specify in the plants that have the buying power in its field. Ask for your complimentary copy of the current ' 
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AND EARNS 
ACTIVE READERSHIP 


earns readership because it meets the needs of 


its audience-—the Plant Engineering Group 

These are the executives and engineers respon 
sible for the generation, transmission, distribution, and uti 
lization of energy in all its forrns for power, processing, and 
related plant services in all types of industry. Their duties 
include selection, installation, operation, and maintenance of 
equipment for these functions and services. Because 1&P is 
filled with the information these men need to improve their 
efficiency and make their jobs easier, they read it regularly 


and act as a result of their reading 


Extent of the reader action I&P starts is proved by thousands 
of inquiries each issue pulls, and by reports of results from 
our advertisers. Let us tell you the complete story of [&P’s 


pulling power 


PROOF OF ACTION— 
YOURS FOR THE ASKING 


Write for our new book, VERIFIED READERSHIP. It ex- 
plains I&P’s cumulative record of inquiries and contains 
more than 50 pages of listing by industry, company, name, 
and title of typical VERIFIED READERS. Compare these 


sample lists with your own prospects and customers. 


THIS COUPON BRINGS YOU 
PROOF OF | & P’S READER ACTION 
AND EDITORIAL SUPERIORITY 


INDUSTRY AND POWER 
St. Joseph, Michigan 


Please send me copies of VERIFIED READERSHIP and | 
| the current issue of | & P. 


Name | 

Title 

| 
| Address | 


| & State 


INDUSTRY AND 


ST. JOSEPH, MICHIGAN 


Maximum Service to Advertisers Through Maximum Usefulness to Readers 
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Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


EASY DOES IT! THAT'S 3 TONS OF NEW LEVELCOAT READY FOR SUPERCALENDERING | 


Now you can make every impression 
6 far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make 


ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there's a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 
So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Leveleoat for printability at its best 


Quick death for bark! fn bug rotating steel 


drums, logs are stripped of bark as they pound 
and rub together. Removal of all such undesi 
able elements helps make new Leveleoat whiter 
cleaner, smoother. And for greater strength, ex 
elusive new LongLac fibers are now included in 
all tour Leveleoat papers. 


“Face powder” for Leveicoat's “complexion.” 
As an aid in imparting the proper surface to 
all Leveleoat papers, only soft, white clay of face 
powder texture ts used in the coating formulation. 
And now. a finer balance of all coating m 
gredients gives new Leveleoat the smoothest, 
whitest printing surface in Kimberly-Clark history 


How bright is bright ? At Kimberly-Clark the 
brightness test tells—and as groundwood stock 
is dewatered, each sample taken must pass this 
test. It's just one of 79 checks on paper quality 
made from tree to press—79 reasons why Level- 
eoal gives vou the press performance and! re 


production of higher-priced paper 


Before choosing any printing paper — Look at Leveicoat 


New HIFECT* — with sulphate cooked 
fibers added, permanence, foldability, di 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT® for offset printing, 
Lithofect provides a moisture-and-pick-re 
sistant coating. Offers outstanding foldabil 
ity. Renders colors without loss of density 


New TRUFECT* — whiter, smoother, folds 
even better than before. Trufect, for letter. 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform 
itv ream-on-ream than ever before 


KIMBERLY-CLARK 


CORPORATION 
NEENAH, WISCONSIN 
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enCan Reach 


rough TEXTILE 


be of TEXTILE WCRLD's cireulation, state 
state, closely puraliels the ratio of the textile 


tivity of each state to the industry as a whole. [ts 


ditorial content is carefully balanced to the newds 
of -ewery branch and division of the industry. This ne 
balanced coverage makes TEXTILE WORLD the | 


best and only medium you need to spread your 
 galles story through this great industry into the 

hands of the men who influence purchases. 
TEXTILE WORLD's audience is the audience 
you want. The only place you can address that 
audience is, of course, through the columns of 
TEXTILE WORLD. 

The detailed story of TEXTILE WORLD'’s read- 
ership is in the hands of the district man who is 
available to serve you. He may be reached directly 
or through the headquarters office. 


1s AW IMMENS® 


TEXTHE WORLD DISTRICT OFFICES 


3, WM. G. ASHMORE, Dist. Mgr. 1311 Rhodes- 
Haverty Building, Walnut 5778 

Besten 16, RALPH CHISHOLM. Dist. Mer, 1427 Statler 
Building: Hubbard 7.4911 

Chicage 11, M C MACKENZIE. Dist. Mer. 520 North Mich 
igen Whitehall 4.7900 

Cleveland 15, JOHN G SABELLA. Dist. Mgr, 1510 Hanna 
Building: Superior 7000 

Dettes 1, JOSEPH H ALLEN, Dist. Mer., Empire Bank Build 
ing: Prospect 7.5064 

Les Angeles 14, CARL W. DYSINGER, Dist. Mer. 1111 Wil- 

shire Boulevard, Madison 6-4323 

New VYerk 18, ARCH W. FISHER. Dist. Mer. 330 W. 42nd 
St. Longacre 4-3000. JOHN C. WHITE. JR. Dist. Mer. 
330 West 42nd St. Longacre 4-3000 

Phitadeiphie 3, HARVEY. Dist. Mer Buiid- 
ing, 17th and Sansom Sts. Rittenhouse 6-0670 

Sen Francisce 4, JOHN W. OTTERSON, Dist 74 68 Post 
St.; Douglas 2-4600 

Tryea, C., WM, G. ASHMORE. Dist. Mgr, Box 1337; 
Tryon 3215 


“As Useful as Any Machine in the Mill"’ 


MARKET 


Year in, year out textile manufacturers 
spend over $6 billion for consumable supplies 
and services. That's what they buy just to run 
their plants full. These manufacturers approach 
a half billion dollar investment annually in new 
plant and equipment. That figure swings up or 
down with the temper and outlook of the field. 
You see, textiles offer a worthwhile market for 


industrial products in any season. 


Right now, the industry has completed its first 
five postwar years. It is starting on the second 
five with omens and temperaments favoring the 
accomplishment of big things. Never have ma- 
chinery shows in the past drawn such actively 
interested crowds of mill men as did the big 
Atlantic City show in May and as did also, in 
proportion to its size, the Knitting Crafts New 
York show in April. The spirit of textile manage- 
ment is for lower costs, better products; the 
newest machinery and devices are requisite to 


these objectives. 


ABC * ABP 
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IF YOU sell engineering mate- 
rials, parts or finishes used in 
product manufacture, or equip 
ment for changing or improving 
the properties of materials, you 
can cut sales costs by using 


Materials 
Methods 


the direct approach to 17,000 
materials engineering men who 
regularly read M & M because 


Materials 
ethods 


is the only business publication 
which deals exclusively with the 
materials problems of product 
design and manufacture. It is the 
only materials engineering 
magazine serving the product 


manufacturing industries. 


Materials 
ethods 


editorial program includes:— 


(1) The selection of engineering 
materials from their end service 
performance standpoint 


(2) The selection of these same 
materials from their processing 
or working behavior standpoint 


A REINHOLD PUBLICATION 


330 West 42nd St, New York 18. 


June 10-18. Construction Industries 
Exposition & Home Show, Pan Pacific 
Auditorium, Los Angeles. 

June 11-15. American Electroplaters’ 
Society, 37th Annual Convention, Hotel 
Statler, Boston 

June 12-14. International Convention 
and “Inform-a-Show,” National Associa- 
tion of Purchasing Agents, Cleveland, 
Ohio. 

June 12-16. National Oil and Gas 
Power Division Conference and Exhibit, 
Lord Baltimore Hotel, Baltimore. 

July 22-25. International Hardware 
Show, Navy Pier, Chicago. 

August (date not set). Western Pack- 
aging Exposition & Conference, Civic 
Auditorium, San Francisco. 

Aug. 7-20. Ist U. S. International 
Trade Fair, Navy Pier, International 
Amphitheatre, Coliseum, and Arena, 
Chicago. 

Aug. 15-19. National Power Show of 
National Association of Power Engi- 
neers, Hotel Jefferson, St. Louis, Mo. 

Aug. 28-31. Metal Mining Convention 
and Exposition, Fairgrounds, Salt Lake 
City, Utah. 

Sept. (date not set). Biological Pho- 
tographic Association, American Medi- 
cal Museum, Chicago 

Sept. 5.9. National Chemical Expo- 
sition, Coliseum, Chicago. 

Sept. 11-23. National Graphic Arts 
Exposition, International Amphitheatre, 
Chicago. 

Sept. 18-20. Track Supply Associa- 
tion, Coliseum, Chicago. 

Sept. 18-21. American Hospital Asso- 
ciation, Auditorium, Atlantic City 

Sept. 18-21. National Builders Hard 
ware Exposition, St. Louis, Mo. 

Sept. 18-22. Fifth National Instru- 
ment Conference & Exhibit, Memorial 
Auditorium, Buffalo. 

Sept. 2427. Advertising Specialty 
Fair, Advertising Specialty National As- 
sociation, Palmer House, Chicago. 

Sept. 26-29. Industrial Packaging & 
Materials Handling Exposition, Phil- 
adelphia. 

Sept. 26-29. Iron & Steel Exposition, 
Public Auditorium, Cleveland. 

Sept 29-Oct. 8. National Television & 
Electrical Living Show, Coliseum, Chi- 
cago 

Oct. 2-6. Exposition Gas Appliances 
& Equipment and American Gas Asso 
ciation, Convention Hall, Atlantic City 

Oct. 2-6. National Hardware Show, 
Grand Central Palace, New York. 

Oct. 3-6. National Brewing Industries 
Exposition, Coavention Hall, Phila 
delphia 

Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roose 
velt Hotel, New Orleans, La 


Oct. 4-6. Direct Mail Advertising As- 
sociation, Hotel Roosevelt, New York. 

Oct. 7-9. American Institute of Laun- 
dering Exposition, Boston, Mass. 

Oct. 7-14. International Dairy Show, 
Indiana State Fairgrounds, Indianapolis. 

Oct. 8-11. National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil- 
waukee, Wis. 

Oct. 15-18. Public Works Congress & 
Equipment Show, New York. 

Oct. 16-19. National Exhibit of Build- 
ing & Maintenance of National Associa- 
tion of Housing Officials, Statler Hotel, 
Detroit. 

Oct. 16-20. 38th National Safety Con- 
gress & Exposition, Chicago. 

Oct. 16-21. Dairy Industries Exposi- 
tion, Convention Hall, Atlantic City. 

Oct. 23-27. 1950 Convention of 
National Metal Congress & Exposition, 
Chicago. 

Oct. 23-28. National Business Show 
of Office Executives Association, Grand 
Central Palace, New York. 

Oct. 30-Nov. 2. National Beverage Ex- 
position, Civie Auditorium, San Fran- 
cisco, 

Oct. 31-Nov. 2. Annual Meeting 
American Society of Agronomy, Cin- 
cinnati. 

Nov. 6-10. 35th Annual National 
Hotel Exposition, Grand Central Palace, 
New York. 

Nov. 9-11. Paint Industries Show, Con- 
gress Hotel, Chicago. 

Dec. 48. Automotive Service Indus- 
tries Show, Navy Pier, Chicago. 


1951 


Jan. 16-18. Northwestern Lumber 
mens’ Convention, Minneapolis, Minn. 

Jan. 21-25. National Association of 
Home Builders, Chicago 

Jan. 22-26. 10th Heating & Ventilating 
Exposition of American Society of 
Heating & Ventilating Engineers, Belle- 
vue-Stratford Hotel, Philadelphia. 

lan. 24-26. Southwestern Lumber. 
men’s Convention, Kansas City, Mo. 

Feb. 5-8. Automotive Manufacturers 
Accessories Show, Grand Central Pal. 
ace, New York. 

Mar. 13-15. Midwest Hotel Show, Ho- 
tel Sherman, Chicago 

Mar. 19-23. Western Metal Congress 
and Exposition, Oakland, Calif. 

Mar. 19-22. Radio Engineering Show, 
Institute of Radio Engineers, Grand 
Central Palace and Waldorf-Astoria Ho- 
tel, New York 

Nov. 5-9. All-industry Refrigeration & 
Air Conditioning Exposition, Chicago 
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Fastest Growing Eauipment 
Trade Magazine 


in America 


In Only 8 Months — 
90* Advertising Contracts! 


A 300°° Gain Since the First Issue! 


ADVERTISER 


Acker Drill Co, Inc 


Air Plocement Equipment Co 


AGENCY 


Geo. H. Gibson Co 


Corter Advertising Agency. inc 


Allis-Chalmers Mfg. Co., Tractor Div Bert S. Gittins Adv 


American Bosch Corp 
Americon Brass Co 
Americon Forge & Mfg. Co 
American Paulin System 
Armstrong Bray & Co 
Boker Manufacturing Co 
Beebe Bros 

Bil Jax, Inc 

Ralph 8 Corter Co 


Chevrolet Motor Division—G. C 


Chicago Pneumatic Too! Co 
The Clipper Mfg Co 

Cole Mfg Co 
Concrete Termite Drill Co 
Henry Disston & Sons, Inc 
Dixie Cup Co 

Dixon Valve & Coupling Co 
Dotmear Industries. Inc 
Downs Crone & Hoist Co 
Eagle tron Works 


Eoston Car & Construction Co 


Fisher Research Laboratory 
Fiske Bros. Refining Co 
J. C. Fitzgerald 


Flexible Road Joint Machine Co 


Humbert & Jones 
Kenyon & Eckhord?, Inc 
Bond & Storr, Inc 


Columbion Advertising Agency 


Ross Liewellyn, Inc 
Spencer Curtiss, Inc 


LeBrosseur Advertising Agency 
Chemberlin-Junk Advertising, Inc 
Joho S Edwards Advertising Agency 


Campbel!.Ewold Co., Inc 
G. M. Basford Co 


Potts Turnbull Advertising Co 


Burton E. Wyatt & Co 
Wolter Marto Advertising 
Groy & Rogers 
Hicks & Greist, In 
George C. Taylor 


Tri State Advertising Co 


Steller, Millor & Lester, 


Tr: State Advertisin 


Frederick A 


Freystodt 


Florida Lond Clearing Equipment Co. 


Frederick iron & Stee! Co 
Globe Phone Mfg. Co 

The Goldak Company 

W. E. Groce Mfg. Co 
Greenlee Tool Co 

Grip Nut Co 

Houck Monufacturing Co 
Heltzel Steel Form & tron Ce 
Homestead Volve Mfg. Co 
The Frank G. Hough Co 
Hyster Co 


Independent Preumat « Too! 


interstote Drop Forge Co 


The Joeger Machine Co 
King Manufacturing G 


Inc 
wiliven Co 
Simons Co 
cMoirs, Inc 


Howerd & Associotes 
Von Avken, ® ind & Stevens 


er & Kriegel! 
Thomes, Inc 
Jenkins, Inc 
Advertising 
Simon & Smith 


vk Div 
ddison Lewis & Associates 
Mulloy & Nichols, Inc 


Tri State Advertising Co, Inc 


ADVERTISER 


The Thomes Laughlin Co 
The Leece Neville Co 

Le Roi Co 

Lincoln Precision 
Littleford 


AGENCY 


homes Chirurg Co, Inc 
Meldrum & Fewamith, Inc 
Hofiman & York, Inc 

Wett Adv. Agency 
Joop Orr Company 


Togline Corp, The Martin Klitten Co., Inc 


mceCul od Corp 


West-Moraqvuis, inc 


erg Corp Poulson & Associates, inc 
s- Moline Power implement Co Groves & Asso 


chinery Co 


W. ©. Nettleton & Associates 


Nelson Corp The W. Ramsey Advertising Agency 


lutch & Machinery Co 
ver Corporation 
Engineering Service 


Patent Scaffolding Co, Inc 


der Power Too! Corp 
dio Corp. of America 
he Ridge Too! Co 


Roodgroder Gouge Corporation 


Rock Bit Soles & Service Co 
Rogers Brothers Corporation 
Rotary Concrete Drill Co 
The Salem Too! Co 
Schramm, Inc 

Shell Oil Co 

Silent Glow Oil! Burner Corp 
Simolex Valve & Meter Co 
Standord Steel Corporation 


Olian Advertising Agency 
The Buchen Co 


Don Ebberts Advertising Service 


Glenn, Jordan, Stoetzel, Inc 
Belden & Hickox 

Welter Thompson Co 
Carr Liggett Advertising, Inc 


Norman P Hewitt Advertising 


TH. Ball & Sons 
Neole Advertising Associates 
Meek and Thomas, Inc 


J. Walter Thompson Co 
Edword W. Robothom & Co 
Newell Emmett Co 

The McCarty Co 


Stoody Co Dozier Grahom Eastman, Advertsing 


Symons Clamp & Mfg. Co 
Terrent Manufacturing Co 
C. &. Tayler & Co 
Templeton Kenly & Co 
Tilden Tool Mfg. Co 
Transport Trailers, Inc 
Trimont Manufacturing Co 
Troiel Companies 
Waterloo Foundry Co 
Woyer impactor, inc 
Wenzel Tent & Duck Co 


Gebhordt & Breckson, Inc 


lovis A Brandenburg Advertising 


Glenn Jordan Stoetze! inc 
Anderson Advertising Agency 


Horton Noyes Co 
Ad Fried Advertising Agency 
Weston Bornett, Inc 


Mumm, Mulloy & Nichols, Inc 


Simonds & Simonds, Inc 


David White Co. Klou- Van Pieterson Dunlop Associotes, Inc 


Whiteman Manufacturing Co 
Winx Accessories Corporation 


Teggert & Y-ung 
Humbert & Zones 


Worthington Pump & Machinery Co 


Jomes Thomas Chirurg Co 


Kinney Manufacturs Hommond Goff Co Wyrenbeek & Stoff, Inc Symonds, MocKenzie & Co., Inc 


SEND COUPON for Dota Booklet. It tells CONSTRUCTION EQUIPMENT 
“Why” and “How” Construction Equipment’ s | 205 E. 42nd St., New York 17 
extraordinary circulation method and high Send your Data Booklet 
readership editorial formula will reduce your 
cost of selling to the construction industry. | Name 
Company 


A CONOVER-MAST PUBLICATION @ Address 
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how 
INGENIERIA INTERNACIONAL EN DUSTRIA @ 
is helping 
226 U.S. firms 
get their share of a 


$7 15,000,000 


industrial machinery 


and supplies market 


in Latin America 


This year salesminded manulacturers of industrial 
machinery and supplies are aiming their big guns at 
Latin America, It's market as it 
roughly one-third of all U.S exports of these prod 


it's concentrated 


a big represents 


ucts sold abroad . . it has dollars, 
$2,055 million estimated available this year by our 
Dept. of Economics and most important, it has a 
bright future for « ontinued growth 

To reach this big market 226 U.S 
currently depend upon Ingenieria Internacional 
INDUSTRIA, the leading industrial paper circulated 
in Latin America, to help sell their products. They 


manufacturers 


only way... to reach men who make or influence buy 
ing decisions is through the right business paper. The 
right business paper is one for which, year after year. 
executives declare their interest by paying money for 
their Ingenieria Internacional 
INDUSTRIA is such a publication, whose circulation 
is audited by ABC 


Get your share of this big Latin American market 


subse riptions. 


by selling the right people. Phone your McGraw-Hill 
representative for information on Ingenieria Interna 
cional INDUSTRIA or write MeGraw-Hill Interna. 


tional Corp., 330 West 42nd Street, New York 18, 


New ork. 


know that, in export, the quickest, surest and often the 


In Export, Oaly MeGraw-Hill International Publications Give You... 


Experience in World Business .. . 
counselling, research, translations, mer 
chandising are available to all manu 
facturers | 


@ A Perfect Climate for Selling ... 
audits of paid subscriptions and renew 
als show vitality and interest of readers. 


© ABC Audited Circulation .. 
you know whe is reading your sales mes 
sage and where they are located in your 


etpert market 


INTERNATIONAL CORP. 
M = World-Wide Headquarters 
for Business Information 
| BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 


San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Melbourne, Tokyo 
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INDUSTRIAL MARKETING 


NIAA National Conference 
to Attract 600 Members 


Chapple nominated for president; Beauchamp, Totten 


for vice-president; Los Angeles program listed 


HILE no attendance records are 

expected to be broken at the 
28th annual conference of the Nation- 
al Industrial Advertisers Association, 
June 28 through July 1, at the Bilt- 
more Hotel, Los Angeles, it looks as 
if registration will total about 600, 
Blaine G. Wiley, NIAA executive sec- 
retary, told IM shortly before press 
time. 

The general theme of the meeting 
will be “nobody profits ‘till some- 
thing is sold,” and the program has 
been built to develop as many aspects 
of the theme as possible. 

Most of June 28 will be taken up 
with a meeting of the national direc- 
tors. At 6 p. m. there will be an of- 
ficial cocktail hour followed by a “get- 
acquainted” dinner. 

The annual meeting opens at 10 
a.m. June 29. NIAA President Ber- 
nard Dolan, manager of sales, Peter 
A. Frasse & Co., will present his an- 
nual report. This will be followed by 
reports of committees and election of 
new officers. 

Bennett S. Chapple Jr., assistant 
vice-president, United States Steel 
Corp., is the nominee for president. 
Nominees for the vice-presidencies 
are: Edward E. Beauchamp, advertis- 
ing engineer of Lane-Wells Co., Los 
Angeles, and James Totten of the In- 


Nickel Co., Toronto. 
Shugert, assistant to the 


ternational 
Charles W. 
advertising manager, Shell Oil Co. of 
New York, who has been serving an 
interim appointment, has been nom- 
inated for secretary-treasurer. 

The morning session will be fol- 
lowed by luncheon at 12:30 p. m. Mr. 
Beauchamp, president of the Los An- 
geles chapter, will introduce guests. 

Nelson Bond, director of advertis- 
ing, MeGraw-Hill Publishing Co. will 
present the McGraw-Hill annual award 
for outstanding achievement by a lo- 
cal chapter of NIAA, and Eric Smith 
of Burroughs, Inc., will present the 
NIAA industrial advertising exhibits 
awards. The principal speaker at the 
luncheon will be T. S. Petersen, presi- 
dent, Standard Oil Co. of California, 
whose subject will be “Management in 
the Middle.” 

The afternoon session will be de- 
voted to a panel on the economic and 
business outlook in industrial adver- 
tising. Dexter Keezer, director of the 
department of economics, McGraw- 
Hill Publishing Co., will be the mod- 
erator. 

Speakers on the panel will include: 
George O. Hays, president, Penton 
Publishing Co.; Frank Tighe, editor, 
Motor Age; W. F. Traendly, publish- 


er, Chemical Engineering; Ray Dud- 


JUNE, 1950 


Biltmore Hotel, Los Angeles 


ley, president, Gulf Publishing Co.; 
Charles R. Herb, editor, Machinery; 
E. G. Gavin, editor, American Builder ; 
and Warren L. Baker, editor, World 
Oil. 

Harvey Conover, president, Con- 
over-Mast Publications, will sum up 
the session and present a blue print 
for success in industrial advertising. 

Following the afternoon session the 
annua! publishers’ reception will be 
held at the Los Angeles Breakfast 
Club. 

On June 30 the budget breakfast 
will be held at 8 a.m. and will be ad- 
dressed by Russell Kambach, adver- 
tising manager, and J. M. Sharp, as- 
sistant advertising manager, Alu- 
minum Co. of America. 

At 9:30 a.m. a panel session on 
“getting management on your team” 
will convene under the chairmanship 
of Schuyler Hopper, president, Schuy- 
ler Hopper Co. Panel speakers will in- 
clude William K. Beard Jr., president, 
Associated Business Publications; 
Gene Wedereit, director of advertis- 

(Continued on page 76) 
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[' THERE is one thing on which 

most top management executives 
will agree today, it is that “distribu- 
tion costs are too high.” 

Why, then, are so few companies 
taking direct action to cut factory-to 
consumer costs / Ree ent studies of a 
number of leading companies indicate 
that the heart of the matter may lie 
in several fallacious assumptions that 
becloud the marketing thinking of 
sone of the progressive top 
ulives 

When these concepts are clearly ree- 
ognized, the door to important distri 
bution cost-reduction opportunities au 
tomatically swings wide open, 
Determining whether these ideas are 
influencing a company’s marketing 
policies is, therefore, one of the first 
steps toward cutting distribution costs. 

Identifying these assumptions in 
any company requires first that its 
top executives adopt an objective, 
analytical point of view. Once the 
influence of such “cliche-thinking™ is 
recognized, management can then see 
clearly ways to increase marketing 
effectiveness and lower selling costs. 

Unfounded assumptions most com- 
monly held by top executives regard- 
ing their companies’ marketing opera- 
tions (and some examples that show 
the fallaciousness of these assump- 
tions! include the following: 


|. Our salesmen know all the best 
prospects and don’t need to be told 
where to call for most profitable re- 
sults 


The fact is that a great many sales 
men actually do not know their best 
prospects. Tests have shown, more 
over, that even the best salesmen can 
be helped to do a better job through 
proper direction. This finding. inci 
dentally, contradicts another common 
lv held belief —that “the best salesmen 
require absolute freedom to produc ec 
optimum results.” Everyone can prof 
it by the right kind of direction and 
advice. 

One company which assumed that 
its produc ts were being sold to all of 
the “best prospect” outlets found, by 
actual count, that 2.200 out of 5,000 
well-rated outlets in one branch terri 
tory were not even being solicited! 

Another company. through similar 
analysis of actual sales records, found 
that a mailing list compiled from the 
information submitted by salesmen 
failed to include one out of four out 
lets the company was currently sell- 


Six Management Assumptions 
Keep Distribution Costs High 


Although U. S. industry has the lowest distribution costs, in relation to consump- 
tion, of any nation in the world, the costs are still needlessly high. Among the 
factors behind this are some fallacious assumptions by at least a segment of 
top management in nearly every U. S. industry. For that reason the following 
article dissecting these assumptions has been added to Industrial Marketing's 
current series on industrial distribution. Previous articles in the series have ex- 
amined current methods in a variety of industries such as steel, building materials, 
lighting, industrial furnaces, industrial instruments and onti-friction bearings. 
Future monthly articles will continue the industry-by-industry study. 


ing. Naturally, a number of key 
dealers were among the missing ac- 
counts, 

In both companies, distribution 
costs were “too high” because valuable 
time and effort were being wasted. 
In the first case, advertising and pro- 
motion money was creating customer 
demand in areas where many pros- 


pects were unable to find the product 
for sale. In the second instance, sales 
promotion plans were not being sound- 
ly projected because management had 
no basis for knowing how much pro- 
motion material was required. 

Another company omitted routing 
its salesmen into many small towns 
for a number of years because the men 
had reported “no worth-while ac- 
counts” in those towns. A brief field 
trip by the general sales manager, how- 
ever, disclosed that there actually 
were worth-while dealers in LO out of 
12 such towns. 

As a result of this finding, the 
company revised its sales territories 
to provide better coverage of small 
towns, thereby achieving worth- 
while sales increase. 

These and similar experiences by 
other leading companies provide con- 
clusive evidence that salesmen must 
be told specifically where to go and 
on what type of prospects to call to 
produce optimum results. 

2. Our salesmen understand our 
sales policies and apply them uni- 
formly. 

Sales policies can be defined as 
“rules established to guide action 
under circumstances which are likely 
to occur, or recur, in the future.” 

Because salesmen must make “on- 
the-spot” decisions in the course of 
their daily activities, it is extremely 
important that every company estab- 
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By CHARLES W. SMITH 
Marketing Consultant 
McKinsey & Company 
New York 


sales force. Any policy, however, is 
only as good as its execution. Thus, 
in many companies the failure of 
salesmen to apply sales policies is an 
important reason for excessive distri- 
bution costs. 

When salesmen are failing to apply 
company sales policies correctly, it 
may be for a variety of reasons. Poli- 
cies may not be geared properly to 
actual field-selling conditions: the 
salesmen simply may not know what 
the policies are; or they may not know 
how to apply them. 


Time in Proportion 


One leading manufacturer, for ex- 
ample, had found by experience that 
the greatest return per dollar of field- 
selling expense was obtained when its 
salesmen allocated their time in direct 
proportion to potential account vol- 
ume. Yet a study disclosed that only 
a few salesmen were actually carrying 
out this sales policy. 

Some inexperienced salesmen were 
calling on all accounts, regardless of 
size, with the same frequency. Other 
salesmen were spending too much time 
with certain “favorite” accounts. 

By spending too much time with 
certain accounts, both types of sales- 
men were not only wasting valuable 
selling-expense dollars, they were also 
forcing themselves to neglect high po- 
tential accounts where extra effort 
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would have secured profitable plus 
volume at the expense of competition. 

In another company, where sales 
policy called for concentrating selling 
effort on high profit-margin products, 
salesmen were failing to execute the 
policy simply because they were not 
told which specific products to push. 

Because top executives understand 
company policies so well, it is easy 
for them to assume that such policies 
are equally clear to the sales force. 
But all too often this assumption is 
wrong, with the result that distribu- 
tion costs are kept “too high.” 


3. Salesmen eventually learn the 
best ways to sell all products if they 
stick at the job long enough. 


If this assumption were actually 
true, there would be little reason for 
sales-training programs. In practice, 
however, our experience has shown 
that wide variances in selling methods 
are the rule rather than the exception. 

By permitting salesmen to continue 
using ineffective selling methods, man- 
agement can easily waste a large part 
of the investment made to create con- 
sumer acceptance and demand. It is 
often difficult to realize the magni- 
tude of such losses simply because 
they fail to show up in the ordinary 
operating statements. 


Teach Best Methods 


To plug this leak of profit dollars, 
efforts must first be made to deter- 
mine the best selling methods; then 
to teach these methods to every sales- 
man from the time he joins the com- 
pany until he retires. 

Characteristically, it is common to 
find that many industrial salesmen 
consider they are doing an effective 
selling job when they contact the pur- 
chasing agents in potential customers’ 
plants. While the purchasing agent 
performs a valuable service as a point 
of initial contact, he frequently does 
not make the decision as to what is 
to be bought. 

To sell many industrial products 
for the 
salesman to present his story to oper- 
ating personnel who are actually con- 
cerned with the use of the item. 


successfully, it is necessary 


The effective industrial salesman 
retains the good will of the purchas- 
ing agent, while securing his active 
cooperation in building effective in- 
plant contacts. The experience of 
many companies has shown that this 


skill can be developed through proper 
training. 

Another example of the importance 
of using the right selling methods is 


the experience of one large, soft-drink 


company. The sales manager of the 
company found that his successful 
salesmen checked stock before asking 
for the order; the unsuccessful sales- 
men did not. 

Recause there are so many differ- 
ent successful selling methods, and 
because no two salesmen ever use ex- 
actly the same methods, it is difficult 
to measure the exact savings gained 
through sales training. 

Obviously, however, a sales force 
equally 
equipped with the latest and best sell- 


composed entirely of men 


ing techniques represents a tremen- 
dous asset to any company. Such a 
sales force can never be built up, how- 
ever, until the basic concept that sales- 
men should be left alone to learn for 
themselves is challenged by top man- 
agement. 


1. Our past sales are a suffigiently 
good yardstick for measuring our 
sales opportunity. 

This is another extremely popular 
assumption which, unhappily, is sel- 
dom valid. For past sales are only 
one of many indices of sales potential 

which is the real yardstick to use in 
measuring marketing efficiency. 

Actually, one of the best ways to 
increase total company sales is to step 
up volume in important, underdevel- 
oped markets. Unless management 
has a method of spotting underdevel- 
oped markets other than a mere pro- 
jection of past sales, this approach 
cannot be used. 

By using this approach, one com- 
pany doubled its sales through more 
intensive solicitation of certain key 
accounts in underdeveloped market 
areas. This increase in volume both 
lowered the over-all ratio of sales ex- 
pense to sales and enabled the com- 
pany to expand its plant facilities. 
This plant expension had important 
long-term marketing significance be- 
cause it enabled the company to 
serve customers who otherwise would 
have turned to competitors. 

Another company found many of 
its market areas were under-developed 
because only half the sales manpower 
was being used in low-volume dis- 
triets, compared to high-volume dis- 
tricts of equal potential. This situa- 
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U.S. Data Reveal Shifts, 
Growth in Building Industry 


Percentage of increase in 1949, as 

compared to base year 1939. 
seve 

INDUSTRY IN 

GENERAL 


CONSTRUCTION 
INDUSTRY 


Photo of Merrionette Manor development. J. EF. Merrion & Co., Chicago 


In the past 20 years the building industry has grown impressively, considerably 
outstripping the rate of growth of U. S. industry as a whole. What form that 
growth has taken and what trend has been set is analyzed in this fourth monthly 
article in a series of 12, examining major industrial markets in the light of new 


data from the 1947 Census of Manufactures, latest reports by federal depart- 


ments and bureaus and other sources. 


HE United States has proved it 
self a nation of builders by quad 
rupling annual dollar volume of con 
struction completed in’ the past 20 
years 
Dollar volume rose from $4.5 bil 
lion in 1939 to $19.4 billion in 1949 
The construction industry thus bet 
ters industry as a whole, which tripled 
annual dollar volume in the same 
period Although construction re 
mains the number three industry, its 
foothold on that place has grown 
more secure. Then as now, construc 
tion was exceeded in dollar volume 
only by the food and machinery in 
dustries 
Construction volume in 1950 is ex 


pected to equal that of 1949 and, if 


results during the first quarter are an 
accurate index, will surpass it. 

In 1939, 215,000 builders and con- 
tractors employed 1,074,000 men 
While the number of entrepreneurs 
has remained static, the number of 
their employes has more than doubled. 
The 1949 high, reached in Septem 
ber, was 2,341,000. 

The Social Security Board's latest 
figures show 56,799 general building 
contractors, 16.662 non-building gen- 
eral contractors, and 138.326 special 
trade contractors, 

Behind these rugged individuals 
is an army of professional men. Most 
of the 21,000 registered architects. 
draftsmen and designers are em- 
ploved by 7,000 architectural firms 


The remainder are distributed among 
the architectural departments of in- 
dustrial and commercial organiza- 
tions, federal, state and municipal 
governments, contractors, realtors, 
developers, financial institutions and 
railroads. 

About 6.500 contractors do the bulk 
of the work in the engineering con- 
struction field. The largest have com- 
plete engineering staffs. Many engi- 
neers have gone into business for 
themselves and these experts handled 

8) of all engineering projects in 
1949 without contractors. 

New private construction put in 
place in the United States in 1949 
was valued at $14 billion, off $0.5 
billion from 1948, while public ex- 
penditures for new construction 
reached nearly $5.3 billion, up more 
than $1 billion. 

\ jomnt estimate of leading govern- 
ment agencies is that private construc- 
tion outlays in 1950 will sustain a 
further decline to $13.1 billion, or 
ie below 1949, while public con- 
struction will increase, claiming 
about a third of all workers at its 
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height, compared with a fourth in 
1949, - 

Some of the critics of the construc- 
tion industry contend that despite the 
top-heavy figures representing 1949 
value, physical volume of that year 
has been exceeded in four years— 
twice in the last decade, twice in the 
1920's. 

Regardless of the merits of this 
thesis, there is one 1949 figure which 
towers above anything recorded in 
the past: the number of new nonfarm 
dwelling units started. Slightly more 
than 1,000,000 such abodes were put 
under way, as a mark which had 
stood up for nearly a quarter of a 
century was wrecked in the process. 

The 1949 epic was written by the 
use of forced draft in the fall and 
winter months, when the 
usually play the decisive role. More 
than 100,000 new homes were started 
both in September and October— 
the first time such a figure has been 
reached twice in one year. 


elements 


The previous home building record 
for a year was 937,000 starts in 1925. 

Despite the extension of publicly 
financed construction, that innova- 
tion has as yet failed to make signifi- 
cant gains in the housing field. No 
fewer than 983,700 of the residential 
units started in 1949 were privately 
financed, compared with 35,300 in 
the public realm. 

Work 


trasted 


started in 1949, as con- 
with work completed, 
amounted to $17.9 billion, including 
$8.16 billion in engineering construc- 
tion awards and $9.74 billion in light 
building construction. Engineering 
News-Record gives the following 
breakdown of engineering construc- 
tion awards in 1949 (in millions of 
dollars} 

Waterworks 

Sewerage 

Bridges 

Highways 

Earthwork, Waterways 

Buildings, Public 

Industrial 
Commercial 

Unclassified 

The backlog of proposed engineer- 
ing construction at the close of 1949 
was $47 billion, of which private 
construction accounted for $15 bil- 
lion and public, $32 billion. In addi- 
tion, Canada had a backlog of $7.5 
billion. 

Government agencies give the fol- 
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lowing breakdown of 1949 and 1948 
construction (in millions ot dollars) : 
1949 1948 
$19,329 $18,775 
14.059 14,563 

7,025 7,223 


Total new construction 
Private construction 
Residential building 
(nonfarm) 


Nonresidential building 
(nonfarm) 3.178 
Industrial 97 
Commercial 1,001 

Warehouses, office and 
loft buildings . 
Stores, restaurants, and 

garages 


Other nonresidential 

building 

Religious 

Educational 

Social and 
recreational 

Hospital and 
institutional 

Remaining types 


Farm construction 
Public utilities 
Railroad 
Telephone and 
telegraph 
Other public utilities 


Public Construction 
Residential building 
Nonresidential building 

(other than military or 

naval facilities) 

Educational 

Hospital and 
institutional 

All other non- 
residential 


Military and naval 

facilities 

Highways 

Sewer and water 

Miscellaneous public service 

enterprises 95 108 

Conservation and 

development 745 597 

All other public 190 162 

The Bureau of Labor Statistics, 
U. S. Department of Labor, which 
records urban construction only, re- 
ported that city building activity in 
1949 was greater than in any year 
since the mid 1920's, reaching $7.4 
billion, or 6° above 1948, though 
slightly less than dollar volume in 
1925 and 1926. 

The entire increase between 1948 
and 1949 was in new residential con- 
struction, which rose 11% to $4 bil- 
lion. New non-residential construc- 
tion was about the same in both years 
3 billion). Addition, 


alteration and repair work showed a 


(just over $2- 
7% decline. 
More than 600,000 dwelling units 
were authorized by building permits 
in urban places in 1949—-14% more 
than in 1948. The municipalities with 
population of 100,000 and over were 


responsible for almost two-thirds of 
the increase. 

Single-family homes and_rental- 
type units (those in two or more 
family structures) both showed an 
advance in 1949, being 5 and 40% 
respectively, over 1948. In 1949 
rental type housing comprised almost 
a third of the urban building author- 
ized, compared with a fourth in 1948. 

The greatest increase in city apart- 
ment units took place in New York, 
but sizeable gains were reported also 
for Washington, Birmingham, Yonk- 
ers and Charlotte. In contract, Los 
Angeles, Dallas, Houston and Miami 
showed decreases in the number of 
rental units authorized. 

Permit valuations for community 
buildings (hospitals, churches, 
schools and other institutional build- 
ings) exceeded $1 billion in 1949, 
and accounted for more than two- 
fifths of the new non-residential 
building total in cities. Dollar gains 
for new community building alone 
almost offset losses from 1948 in both 
commercial and industrial building. 

Commercial building has domi- 
nated the urban non-residential con- 
struction field each year since World 
War Il. In 1949, new 
building was valued at $751,000,000 
and new industrial at $202,000,000, 
compared with $927,000,000 and 
$299,000,000, respectively, in 1948. 

All sections of the country, except 
New England and the Pacific Coast, 
shared in the 1949 increase in the 
dollar volume of urban building. 
Most of the decline in New England 
industrial and commercial 
West Coast, the 
was in residential 


commercial 


was in 
building. On the 
greatest decrease 
construction, 

The East North Central and Mid- 
dle Atlantic regions, with $1.5  bil- 
lion each, led all other geographic di- 
visions in the amount of urban build- 
ing authorized. The Pacifie States 
took third place with $1.2 billion. 

Despite a substantial decrease from 


1948 in residential construction, 


(Continued on page 122 


In 1939, the average contractor employed five men; by 1949 this 
number had increased to eleven. 
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Case history documentation 


By CHARLES DOWNES 


Eastern Edit 


4 bos out of three major points of 
interest in the recent survey of 
the place of advertising-promotion in 
selling to industry, made by FE. 1. du 
Pont de Nemours & Co.. Wilmington, 
Del.. have received virtually no atten 
thon 

Everyone has been engrossed with 
the statistical findings and seems to 
have lost sight of two other aspects of 
vital significance. These are: 

1. The primary purpose of the sur 
vey. 

2. The importance of advertising 
in Du Pont’s planning. integration 
and execution of its own sales pro 
grams. 

The important statistical findings 
of the survey have been widely pub 
licized, particularly that 78.8‘. of 
the key buying factors in eight major 
industries use industrial papers as the 
main source of product information 
and that more executives than ever 
influence industrial purchasing 

The fact that the survey was made 
to obtain basic information for a vis 
ual presentation on the place of ad 


vertising in Du Pont’s own industrial 
selling as well as confirm already 
known facts, seems to have been over- 
looked. In view of its record, why 
should Du Pont want to know more 
about its advertising and particular- 
ly about the place of advertising in 
its selling program? 

There are several reasons, and all 
of them apply to any business. For 
example, Du Pont executives cannot 
afford to take anything for granted. 
They need fresh facts and market 
data continually because they know 
that market conditions, as well as the 
people who influence buying. change 
from day to day and that fresh eval. 
uations have to be made accordingly. 
They know that what may have 
worked well last year may not work 
this year, because of things that have 
happened to people and to markets 
in the meantime. 

And, as in any company, there is a 
constant movement of administrative 
responsibility. Men retire or are 
transferred, men leave the company 
or die, new men move into the posi- 
tions thus made vacant. and these 
men must all be made conscious of 
the place of advertising in their sales 
programs. 

Thus, the study supplied Du Pont 
with fresh data on their markets and 


5 Sales Methods 


with data confirming what has been 
proved by other studies—that an im- 
pressive majority of industrial buy- 
ers rely on industrial advertising for 
buying information. 

Du Pont’s visual presentation on 
the role of the company’s advertising 
includes this data, but an equally 
notable part of the presentation is an 
analysis of Du Pont’s selling policies. 
The analysis is a breakdown of Du 
Pont’s advertising and selling into 
five major types, with case history 
documentation of how the company 
makes these types work. Du Pont’s 
five types of advertising and selling 
are; 

1. Exploratory selling. This is a 
matter of determining whether a 
market exists, or to what extent it 
exists, 

2. Introductory selling. This con- 
sists of the introduction of new prod- 
ucts or of improvements in products. 

3. Extension of expansion selling. 
This consists of selling more of a 
product by adding new users, or of 
encouraging new users. 

t. Holding type of selling. This is 
done to maintain a position In an @s- 
tablished market or in a declining 
market. 

5. Educational selling. This calls 
for explaining or giving facts on 
products or policies which, when 
known, presumably will increase good 
will and induce people to buy. 

The following are ways that Du 
Pont uses these types of selling, as 
explained in the presentation: 

1. Exploratory selling. The sales 
problem in exploratory selling in- 
volves (1) determining whether or 
not a market exists for one or more 
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products: and (2) deciding to what 
extent it exists. The example: Sodi- 
um CMC, or giving it its chemical 
name, Sodium Carboxymethyl Cel- 
lulose. 

This compound was first described 
back in 1921, but for a long time it 
sat around on laboratory shelves as 
something of a curiosity. About 1940 
it began to be used in Europe, and 
the explosives department of Du Pont 
manufactured several grades of this 
chemical. An exploratory campaign 
was decided on to look into markets 
for the product in the chemical proc- 
ess industries—and in one or two 
specific industries. 

Although sales representatives did 
some exploring out in the field, a 
faster method of searching for inter- 
ested prospects was needed—a meth- 
od that would do the work on a wide 
front more economically. 

Advertising and sales promotion 
were called upon to help explore pos- 
sible applications in two directions: 

a. Across the chemical industry 
horizontally. 

b. In the detergent field—vertical- 
ly. 

The objectives were (1) to obtain 
requests for samples and (2) to seek 
leads for mail or personal follow-up. 

Four business papers were selected 
to carry Sodium CMC advertise- 
ments. Direct mail was used on se- 
lected lists of prospects. Technical 
bulletins and industrial magazine 
publicity provided a supporting ef- 
fort in the search for applications of 
the product. 

The results? More than 900 in- 
quiries—83 of these became users of 
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Get Results for Du Pont 


Sodium CMC. 80% of these continue 
to reorder the product. 

Now let’s look at an example of 
how Du Pont used advertising in 
connection with the second sales 
problem. 

2. Advertising to hold a market. 
This type of sales problem involves 
maintaining an established product's 
place either in a stabilized or a de- 
clining market. One example is cel- 
lophane. 


During the war years, because of 
military demands, Du Pont was 
forced to place its regular cellophane 
customers on an allocation basis. The 
problem was to maintain a favorable 
attitude for Du Pont during the peri- 
od of short supply and, at the same 
time, keep active the desire of cus- 
tomers for increased usage of the 
product when it would become avail- 
able after the war. 


Advertising and sales promotion 
were called on to help in four ways: 
to maintain acceptance of transparent 
flexible packaging: to keep users 
sold on the advantages of cellophane; 
to provide opportunities for sales- 
men to discuss postwar merchandis- 
ing and packaging plans with cus- 
tomers; and to maintain the com- 
pany’s leadership among competitive 
packaging materials. 


The advertising and promotion 
program involved, in addition to ad- 
vertising in general magazines, the 
insertion of ads in 23 publications in 
the bakery, grocery, confectionary, 
food packaging, and cigaret manu- 
facturing fields; the publication of 
a house magazine “Packages and 
People” which was sent to customers 


VISUAL presentation by Du Pont on 
role of company’s advertising ¢m- 
phasizes that a workman's complaint to 
foreman often influences purchase of 
product and that business papers are 
reaching more workmen. Survey on 
which presentation is based shows more 
executives than ever influence indus- 


trial buying. 


and prospects; direct mail to special 
industries; and participation in su- 
permarket, packaging, frozen food, 
candy and meat industry conven- 
tions, 

As a result of this advertiging and 
promotional effort, customers were 
kept interested; the basis was pro- 
vided for hundreds of productive in- 
terviews by Du Pont salesmen: wide 
acceptance was established for Du 
Pont as an authoritative source of in- 
formation on food buying habits and 
packaging: and interest was stimu- 
lated among customers on the im- 
portance of the proper packaging to 
qualify a product as an impulse seller. 

This effort to hold a market was 
used during a period of short supply. 
Increased production capacity has 
changed the sales problem today to 
one of keeping plants in an over-sold 
position, and the advertising problem 
has changed from holding a market 
to one of market extension and ex- 
pansion. The flexibility of the adver- 
tising-promotion sales tool makes 
possible adapting it quickly to ecur- 
rent and changing objectives. 

3. Educational selling. Sales prob- 
lems of the educational type vary 
widely, but they are mainly con- 
cerned with providing information 
about the technical and economic ad- 
vantages of a product, policy or serv- 
ice. 

The sales problem here was to 
educate designers or product develop- 


(Continued on page 118) 
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a baseball game I attended last 

Friday, an outfielder scooped up 
» hard grounder magnificently, but 
didn't seem to know what to do with 
the ball once he had it. In the time he 
paused to decide where to throw it, 
the winning run slid home. 

Today, we in selling and advertis- 
ing have the ball, totally and com- 
pletely, perhaps for the first time in 
10 years. Do we know what to do with 
it? Have our plans been well thought 
out? Are we putting them into effect? 

Let's assess the situation 

After last year's recession that was 
mild yet extremely disconcerting, busi 
ness in general seems to have boune ed 
back—in some ways stronger than 
ever. There is a general feeling of 
optimism, Stocks have been climbing. 
The building, auto and appliance 
booms continue 

And of perhaps even greater in 
terest to industrial advertisers, since 
it comes closer to affec ting our meal 
tickets, is the fact that nearly all in 
dustrial companies reported an up 
turn in business for the first quarter 
of 1950. In fact, it looks as if indus- 


What Advertising Can Do 


in the ‘Salesman’s Market’ 


By J. S. SMITH 
Manaaer, Advertising & Sales 
Promotion, Apparatus Div., 
General Electric Co 
Schenectady, N. Y. 


Some tests of the sales “follow through” of potential suppliers for General 


Electric Co. show that many sales staffs are missing some bets in a highly 


competitive market. The details are discussed in this condensation of an 


address ot a meeting of the Chicago Industrial Advertisers Association. 


trial production for May will come 
very close to equaling the postwar 
high of November and December, 
1948. 

We seem to be getting back in high 
gear again, after that coughing and 
sputtering period in the middle of 
1949. But there's an important dif- 
ference eS. 

Before the recession, we were in a 
seller's market. Today, we're in a 
buyer's market. Before the recession, 
our economy was running on ersatz 
power——war and postwar shortages. 
Today, our economy must run on its 
natural fuel, the kind of power that 
has always moved our normal, com- 
petitive economy: sales power. 

I don’t mean to quibble about 
terms, but the common expression, 
“buyer's market.” puts the wrong 


man in charge. Of course the buyer 
must be pleased—and we may as well 
face it. Buyers are choosier. But the 
man who controls the situation today 
is not the buyer—it’s the salesman. 
This era may more properly be called 
“the salesman’s market.” 

Broadly speaking. industrial adver- 
tising has two main jobs in a sales- 
man’s market: 


1. To serve as a “buyer's counsel.” 
2. To increase the salesman’s order 
productivity. 


The “buyer's counsel” concept is 
not exactly new. The term first came 
to my attention from Sam Vance, in- 
dustrial sales manager of our central 
district. 


The way he put it, industrial sell- 
ing goes far beyond that attitude 
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which is characterized by the one-call, 
high-pressure salesman. The main 
body of industrial salesmen are 
trained and competent business ad- 
visers. Their honest concern is to see 
that their customers are served faith- 
fully over a long period of time. 

At its best, industrial advertising 
exemplifies this same mature, long- 
term point of view. Through maga- 
zines and direct mail and films and 
exhibits and the many other media, 
industrial advertising maintains a 
steady flow of buyer’s counsel—com- 
municating the latest and best ideas 
for industrial progress. 

The greatest hoax ever perpetrated 
in the American people was not done 
by Benedict Arnold, nor Tokyo Rose, 
but by a respected New England 
philosopher—Emerson, with his oft- 
quoted statement, “If a man makes a 
better mouse trap than his neighbor, 
though he build his house in the 
woods, the world will beat a path to 
his door.” 

How the manufacturing boys love 
to quote that! It has lofty sentiment 
and noble purpose. There’s only one 
thing wrong with it. It just isn’t so. 

Elias Howe tried it. He invented the 
sewing machine and settled back to 
wait for women to emancipate them- 
selves from the thimble brigade. Re- 
sult: 20 years later he had to borrow 
a suit to attend his wife’s funeral. 

Along came a man named Singer 
who made “Singer” a household word, 
and as a result, put a Singer sewing 
machine into nearly every home. 


We've got some 
BOUNCING + 
PUTTY | 
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now what? 
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popular, during and after the 
“public service” 


It was 
war, to speak of 
themes in advertising. With so little 
to sell, advertisers were urged to turn 
to the “higher things,” such as public 
relations, explanations of free enter- 
prise, and so on. The implication was 
that such themes are “public service,” 
while mere product information and 
sales appeals are themes unworthy of 
that proud nomenclature. 

Right now, the finest public service 
that industrial advertising can _per- 
form is to help sell industrial goods. 
Perhaps the role of buyers’ counsel 
is not as glamorous as that of public 


relations expert, but it is decidedly 
more important today. Here’s why. 

Back in the boom year of 1948, pro- 
duction of durable equipment for 
modernization and expansion of in- 
dustry amounted to $20.7 billion. In 
1949 this dropped slightly to $19.7 
billion. This year the estimate is $17 
billion, a further drop of about 14°, 
despite general business trends. 

These waning expenditures on dur- 
able, or industrial, goods are a warn- 
ing signal waving in the face of in- 
dustrial salesmanship. It’s our job to 
help reverse the trend. We must re- 
verse it not only for the sake of our 
own companies, but for a larger 
reason: Investment wisely made in 
productive machinery provides the 
backbone of America’s security and 
prosperity. 

Capital expenditures planned for 
1950 are very low in relation to the 
nation’s needs. At the rate of expendi- 
ture planned for 1950, it would take 
4) years to purchase the equipment 
which would be necessary to modern- 
ize the country’s industrial establish- 
ment. Not expand, mind you, or even 
keep up with population growth, but 
simply to modernize in accordance 
with today’s standards. 

Surveys show, for example, that 
43% of the nation’s machine tools 
are at least 10 years old, and 21% are 
more than 20 years old. What a 
splendid opportunity for wise and 
persuasive buyers’ counsel! In a na- 
tion whose prosperity has depended 
on constantly increasing productivity, 
in a nation whose security depends not 
so much on a standing army as on a 
top-flight industrial machine—there 
can be no more important job than 
that of speeding the pace of capital 
investment. This is a job for industrial 
salesmanship, and part of it must be 
done by a new boldness in advertising 
and sales promotion. 

Entirely too many of us think only 
in terms of long-established forms of 
promotion—for example, space adver- 
lising in newspapers or magazines, im- 
portant as they are. Are we giving 


(Continued on page 134) 


HOW advertising can locate a market 
was demonstrated by General Electric’s 
business paper ad headed, “We've got 
some bouncing putty.” Rubber company 
saw ad, obtained samples of GE Sili- 
cone bouncing putty, then began putting 
bouncing putty centers in golf balls. 
Other ad followed to stimulate addi- 
tional uses of the new putty. 


i 
\ 
\ 
: 
r 
ig 
4 
‘ 

5 
— 
4 
ate 


SEPARATE PAGES VS. SPREAD— 
Harnischfeger Corp., Milwaukee, used 
page ads for cranes on pages 189 and 
235. Instead of two single pages, the 
company could have used a spread. 
Then, 100% of the readers of one page 
would be readers of the other page. 
With the two single pages actually 42% 
read both. The remaining 58% read 
only one of the two. Therefore, half of 
the readers did not overlap. They were 
interested only in one of the two cranes. 
Readershipwise, fewer persons “Noted” 
the two ads than would have seen the 
spread. The chief advantage of the 
single pages was that each ad selected 
a different audience 


Starch Tests Industrial Ad Readership 


WHAT READERSHIP SCORES MEAN: 


NOTED denotes the percentage of readers who, when interviewed, said they re- 
membered having seen an ad—whether or not they associated the ad with the name tenance. Next month ads from the 


of the product or advertiser 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered 
seeing the ad and associated it with the name of the product or advertiser 


READ MOST denotes the per cent of readers who read 50% or more of the copy. 


' COST RATIO expresses the relationship between the cost per hundred readers 
(who “noted,” for example) for a specific ad and the corresponding median average 
cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example 
more readers per do'\ar than par for the 


issue, par being 100 and representing the median average cost. Thus a cost ratio 


would mean that the ad “stopped” 75% 


above 100 is above average: below 100 is below average 


PRODUCT-IN-USE PAY-OFF— 
Allen-Bradley Co., Milwaukee, used 
both sides of an insert, between pages 
32.33, to advertise starters. One side 
of the insert showed seven switches by 
themselves. The other side showed 
switches incorporated in three ma- 
chines. Although the cost of each ad 
was the same, the illustration showing 
the product in use delivered 40% more 
persons who thoroughly read the sales 

message 


Ads and scores represent highlights 
of industrial advertising readership 
as reported by Daniel Starch & Staff, 
Vew York. Ads are from the February 
issue of Factory Management & Main- 


Varch issue of Machinery will be 
analyzed. 

Symbols and percentages show read- 
ership scores jor each component part 
of ad. Scores for entire ad are at top. 


Noted 


Seen-Associated 


Read Most 
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one of the things we mean by Service Plus! 


STATES STEEL 
SUPPLY COMPA 


WHICH APPEAL IS BEST ?—Three steel companies—U. S. Steel Supply Co., 
Chicago, Allegheny Ludlum Steel Corp., Pittsburgh, and Republic Steel Corp., 
Cleveland, used page ads to sell three different “products”: (1) courteous salesmen, 
(2) a die steel to produce manufactured product and (3) stainless steel to contain cor- 
rosive liquids. Approximately the same per cent saw each ad. This indicated an 
equal level of general interest in steel. Interest in USSS salesmen was probably 
confined mostly to USSS customers. Prospects for non-corrosive vessels are a 
small percentage of total manufacturers. But the prospects for die steel used in 
the production of component parts are numerous. Also, die steel is probably more 
closely tied to actual production of the finished product. Because of these points, the 
per cent who read most of the copy was three times greater for the die steel ad than 
for the other two. 


HOW TO USE CASE HISTORIES 
— Case histories were used by two 
fastener advertisers—Stemco Corp., 
Cleveland, and Udylite Corp., Detroit. 
Udylite used a photograph of the fasten- 
ers being used in the factory. Copy 
verbally described advantage found by 
the company. Stermco started out with 
a “cost comparison sheet” on which 
time, cost and savings were listed. The 
headline told the dollars and cents that 
were saved. The Udylite ad was noticed 
by 9% of readers. Copy was read by 


2%. This compares with 18% who 


PRESCRIPTION ter 


COSPORATION 


ARE YOUR ADS 
GETTING READ? 


One way to find out is with data 
like this. Cost ratios and 
readership scores helped 

these advertisers to evaluate 
media, advertising art 


ond copy. 


noticed the Stemco ad and 11% who 


read the sales message. The difference 

is large. Moreover, the Stemco ad was 

a black-and-white, two-thirds page, 

while the Udylite ad was a two-color 
page. 
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ITH NICE strategy and a touch 

of the dramatic, Penn Electric 
Switch Co., Goshen, Ind., has shifted 
to a low pressure sales technique to 
meet high powered competition in 
a healthy, growing market. 

The technique is a traveling edu- 
cational show aimed chiefly at deal- 
ers who sell domestic heating and com- 
mercial refrigeration equipment 
equipped with Penn's automatic con- 
trols—and controls made by Penn's 
competitors, 

The show, designed to educate deal- 
ers in better use, installation and 
servicing of automatic controls gen- 


8-Point Promotion Plan 
Sparks Penn’s Traveling Show 


By MERLE KINGMAN, Managing Editor 


erally, is so low pressure that not one 
direct selling plug is made for Penn. 
Lecturers, working with an elaborate 
array of giant controls and other 
visual aids, even discuss types of con- 
trols not manufactured by Penn— 
although only the company’s line is in- 
cluded in the display and demonstra- 
tion. 

Strategy behind this low pressure 
approach is to tackle a typical prob- 
lem facing the supplier who sells a 
part or an instrument to manufac- 
turers who sell to and through dealers. 

Most Penn sales are to original 
equipment manufacturers of domestic 


LOW PRESSURE SELLING was a necessary in- 
gredient of Penn Electric Switch Co.'s traveling, 
educational show. Avoiding direct selling messages 
for Penn, R. H. Luscombe (left), general sales man- 
ager, explains working of automatic controls on 
working models in the show, for heating and re- 
frigeration equipment dealers. 


heating and commercial refrigeration 
equipment such as oil burners, gas 
burners, stokers, refrigeration com- 
pressors and refrigerated display 
cases. 

This means that although most sales 
are to the manufacturer, strong buy- 
ing demand can be created among the 
dealers, who put pressure on the 
manufacturers to equip their lines 
with Penn controls. Problem: How do 
you “sell” these dealers whom you 
don’t serve directly? 

The solution worked out by Penn 
and its agency, Paxson Advertising, 
Benton Harbor, Mich., was to dust 
off the traveling show, a fairly costly 
medium that the company hadn't used 
since the beginning of the war. The 
strictly limited, immediate objective 
of the show is to educate (not directly 
to sell) dealers, a group that has seen 
considerable mortality and many new 
faces since the war. Some of these 
dealers are new, and some need “re- 
freshers” in the latest developments in 
automatic controls, or have added 
new service departments that have 
something to learn about controls and 
are glad for the chance to learn it. 

The ultimate objective is to inspire 
in dealers, through this educational 
service, enough confidence in Penn to 
prefer, and to ask the manufacturer 
for, Penn controls on heating and re- 
frigeration equipment. 

After testing the show successfully 
on the West Coast, Penn started an 
extensive tour of 23 Eastern and Mid- 
western cities, beginning April 10 in 
Detroit. The finale is scheduled for 
June 22 in Norfolk, Va. Attendance 
has been double what was expected, 
and has averaged about 200 persons 
a show—largely dealers with a scat- 
tering of wholesalers and manufac- 
turers’ salesmen. 

The show is manned by three tech- 
nical and sales representatives who 
lecture, demonstrate and answer ques- 


(Continued on page 132) 


SHOW PROMOTION included a 
jumbo post card announcement (center) 
imprinted with wholesaler’s name for 
sending to local dealers, and a follow- 
up self-mailer (left) also imprinted and 
containing a return card for indicating 
whether the recipient would attend. 
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Whenever purchases of marine products are “on 
the fire” marine men turn to the Marine Catalog 
for basic buying data. Keep your product story 
on file with these important buying factors 
throughout the next two years at one low cost— 
in the new 1950-1951 Marine Catalog and Buy- 
ers’ Directory. Time is growing short in which 
to place your product data at the fingertips of 
busy buyers through this edition—July 31 is the 


In the Catalog Section, marine men will seek 
your catalog information to help them specify 
and purchase equipment and supplies. In the 
Directory Section, they will locate sources of 
supply. 5,000 distribution covers officials in 
every important shipbuilding, repair and operat- 
ing company, marine architects and engineers, 
and suppliers. 


.. Stimulate nation-wide “point-of-sales” 
buying action through the Marine Cata- 
log and Buyers’ Directory; build prod- 
uct acceptance through monthly adver- 
tising in Marine Engineering. 


If you want your advertising message to travel with 
arecognized editorial content— your logical choice 
is Marine Engineering and Shipping Review— 
long noted for its authoritative news and data on 
current marine developments, presented from the 
design, engineering and operating standpoint. 


| 


In a recent survey of shore personnel responsible 
for the operation of vessels, Marine Engineering 
was rated first in editorial leadership and service, 
with nearly 2'2 times as many first place votes 
as were received by the second publication. It 
has the highest total net paid circulation in the 
marine field, plus top advertising volume—an 
84% margin over the second marine paper. 


Marine Engineering's leadership forms an im- 


posing background upon which to project your 
advertising message to the marine world. 


ARINE ENGINEERING 


Shippi 
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New York Chidege Cleveland 


Review 


los Angeles Dallas 


| 
ig 
ll 
final closing date! | 
— 
= = = | 
=> 
= 
| 
if 
| 
INDUSTRIAL MARKETING, June, 1950 
ae 


THINK OF IT...22.4. SAVING 


5 Parts 


SEMS & 


ABP Award Winners Show 


Results from Advertising 


NDUSTRIAL 


proving noticeably 
campaigns in the Associated Business 


advertising is im- 
if the winning 


Publications’ eighth annual compe- 
tition for advertising in industrial 
publications are representative of the 
advertising efforts of American indus 
try in general, 

Six first place bronze plaque win- 
ners, and 18 merit award winners in 
six divisions, were named from a 
field of 495 entries at a special lunch 
eon meeting of the Advertising Club 
of St. Louis. The gathering, devoted 
entirely to presentation of the awards, 
was attended by members of five other 
St. Louis organizations—Industrial 
Marketing Club, Sales Managers Bu- 


reau. American Marketing Associa- 
tion, Women’s Advertising Club and 
Junior Advertising Club. 

Although not all of the winning 
campaigns would win layout or art 
prizes, each without exception pre- 
sented specific, usable facts and fig- 
ures in good “tell all” style without 
excess verbiage. Headlines, copy and 
illustrations did effective jobs of tell- 
ing the reader how the product in 
question would help him save time, 
money, floor space, etc. 

First place plaque winners were: 

Division 1—for advertising of op- 
erating and maintenance parts and 
materials, Linear, Inc.; agency, Ait- 
kin-Kynett Co, 


cone 


Division 2—for advertising of fab- 
ricating parts and materials, contain- 
ers, packaging supplies, Shakeproof, 
Ine.: agency. Waldie & Briggs, Inc. 

Division 3—for advertising of ma- 
chinery and equipment, Westinghouse 
Electric Corp.; agency, Fuller & Smith 
& Ross. 

Division 4—for advertising of pri- 
mary and process materials, Monsan- 
to Chemical Co.; agency, Gardner Ad- 
vertising Co. 


Division 5—for advertising of con- 


struction and engineering materials, 
agency, 


Detroit Steel Products Co.; 
Fuller & Smith & Ross. 
Division 6—for institutional adver- 
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We've had ram-makers in our studi 
nd do they raise hail? First, 


build the side of a hou 


gles with 


make one photograph 


KENNEY, ART DIRECTOR, GRISWOLD RSHLEMAN ©O 


) GET full value and satisfaction out of your printing, don’t stop 
half-way in the production. Particularly when you have a fine 
photograph or painting to reproduce either by letterpress or offset, 
use genuine Cantine precision coated paper, capable of giving high 


fidelity through long runs as well as short ones. 


LETTERPRESS: ASHOKAN, ZPNA, 
ANPOLD, MC POLDING, VELVETONT, SOFTONT, 
PSOPUS TINTS, FSOPUS POSTCARD 


WH OFPSET- LITHO: cis, 22NAGLOSS 
C24, LITHOGLOS CIS VARNISH, CATSKILL LITHO 
SOLD BY LEADING MERCHANTS. THE MARTIN CANTIN COMPANY, SAUGERTIES, N. Y. SPECLALISTS IN COATED PAPERS since 1888. 
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24 and 16 pages— each designed for o different seg 


Distributed by Sweet's to active offices of archit 


Mesker Brothers | 
Ve lat + 
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use Sweet's service for the 


“first basic selling step” 


“In our business, the first basic selling step is to keep complete 
information on our metal windows in the hands of architects, 
engineers, contractors and builders. Sweet's Catalog Service 
does this job for us better than any other method we have tried. 


“We have found that sending out catalogs individually is 
wasteful in two ways. First, because it is almost impossible for 
us to maintain accurate lists of active firms. Second, there is no 
guarantee that the catalog will remain in the prospect's pos- 


session. 


“When Sweet's distributes our catalogs, we know that they 
reach our most important prospects and also that they stay in 
each office, where they can always be found. 


“If we were forced to abandon any selling tools, our catalogs 
in Sweet's Files would be the last to be cut out.” 


John B. G. Mesker, Vice President 
Mesker Brothers Iron Company 


SWEET'S HANDLES MORE CATALOGS THAN ANY OTHER ORGANIZATION— 
IN 1950, OVER THIRTY-FIVE MILLION COPIES FOR 1,148 MANUFACTURERS. 


Here’s the way 
Sweet’s Catalog Service 
works for you: 


CATALOG DESIGN 


Custom cotalog design by Sweet's starts with 
consultation with you to determine whot 
intormotion is needed to bring about the 
buying action you desire — specification, 
request for sales coll, direct order. Then 
follows organization of the information in a 
basic pattern for making your catalog 

@asy to vse and to understand. Next comes 
selection of the most effective form for the 
clearest statement of each foct—text, table, 
diagrom, illustration. The result is o unit of 
buying information specially designed to 
bring you and your future customers together 
in the shortest time ond with the least effort. 


CATALOG PRODUCTION 


Becouse of the great number of manutacturers’ 
catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. 

You may order your cotalogs in any desired 
quantity —port to be distributed by Sweet's 
and part,if you wish, to be delivered to you. 
If you prefer, you may print your own 
catalogs and deliver them to Sweet's for 
filing and distribution, in which case chorges 
ore lower than those for the complete service. 


CATALOG DISTRIBUTION 


When your catolog is distributed by Sweet's, 
it is delivered to prospects of top rank 
buying power in the markets of interest 

to you. Sweet's spends more than $150,000 
yearly to locate, qualify and select the firms 
and individuals who represent the bulk of 
buying power in each market served. 


ot oll times. This is accomplished by 
distributing it in a bound, indexed collection 
(file) of catalogs. According 
to thousands of users of these files, this is the 
most effective method of getting catalogs 
used by prospective customers. 


a 


DIVISION OF F. W. DODGE CORPORATION + 119 WEST 40th STREET, NEW YORK 18, N. Y. 


GETS THE FIGHT INFORMATION... THE RIGHT PEOPLE... AT THE RIGHT Time 
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Furthermore, your catalog remoins in the 
office of each recipient, instantly accessible 
ley 


tising, advertising of services, and 
group advertising, R. GC. Le Tourneau, 
Ine.; ageney, Andrews Agency. 


Linear 


Linear’s award winning campaign 
gets down to business right away in 
a two color ad with a specific head 
line, “Think of it 22.4% Saving.” 
A sub-head, “5 Parts Eliminated with 
Linear “O Rings” tells the readers 
just what the product's advantages 
are. 

Before and after schematic draw 
ings show how a customer used Linear 
“O” Rings to replace 11 parts in a 
former design with only six parts in 
the new design. Two tables carry 
Hemized present and former costs 
show a 22.4% saving ($15.85 for six 
parts compared with $20.42 for the 
1! parts necessary in the old design. | 

This campaign is a fine example of 
Ptell all” advertising packed full of 
facts and figures that should gladden 
the heart of engineers and purchasing 
Byents 

The results of the campaign: (1) 
the sales of “O” Rings increased 25°; 
Over the previous year, (2) there was 
a in increase in new customers, 
Bod (3) the ratio of conversion from 
Snquiry to sale has increased 100! 


the previous vear 


Shakeproof 


An unusually interesting layout 
breaks one of the Shakeproof ads in 
Bo four equal parts— one devoted to 
the head—two to illustrations— and 
One to copy 

The head, “See How Pre-assembly 
Peduces production cost” implies that 
More information will be found in the 
copy. And the copy block supports 
the head very well. Informative copy 
like this wastes no words, is easy to 
read 

Here's what SEMS-by SHAKE 
PROOF will do for you: eliminate 
separate lock washer handling com 
pletely prevent lost lock washers 
or shortages that cause costly delays 

assure light, vibration protected 
fastenings. You get maximum vibra 
tion protection because each lock 
washer is automatically positioned for 
greater locking power, pulled closer 
undet the he ad for mattnium 
locking tooth engagement 

The ad winds up asking the reader 
to do something—send for a free 


sample kit of Sems by Shakeproof 


Westinghouse 


A three-color double page spread in 
the Westinghouse series dev otes more 
than half its space to a huge illustra- 
tion of a Westinghouse Life-Line mo- 
tor. The head, “Do away with lubri- 
cation costs forever” is a stopper. 

Copy claims that Life-Line motors 
now eliminate the time and cost re- 
quired for lubrication—for life 
periodic weekly or monthly greasing 
schedules can be dispensed with 
winding failures caused by overlubri- 
cation and failures caused by use of 
improper lubrication can be pre- 


vented. 


Vonsanto 


Monsanto Chemical Co., in its 
award winning campaign does an ex- 
cellent job selling the advantages of 
the new pentachlorophenol, a wood 
preservative. Copy wastes hardly a 
word telling what “penta” will do: 

it provides long-lasting pro- 
tection against decay, termites and 
other wood-destroying insects, yet 
leay es wood lean and workable eee 
protection stays in the wood, re- 
sists leaching by moisture, remains 
effective under high humidity.” 

\ coupon asks for action—suggest 
that the reader send for a booklet, 
“Penta . . . The Best Protection for 


Poles and Crossarms.” 


Detroit Steel Products 


Detroit Steel Products Co.'s cam- 
paign should have won an award 
for it pulled 1,189 inquiries in five 
months (appearing in six publica- 
tions!. Sales for the product adver- 
tised- —Fenestra metal building panels 

doubled in a six month period. 

The advertiser's problem was that 
Fenestra panels were not only new, 
but represented a new type of construe- 
tion. Architects and builders liked 
what they knew about the product, 
but shied away because they didn’t 
know enough. It was necessary to 
show, (1) what Fenestra panels could 
do, (2) how simply they could be in 
stalled. (3) how the buver would get 
more for his money all along the line. 

The solution: a campaign directed 
to builders, architects, industrial engi 
neers and plant management, using 
bie clear illustrations of the product 
in use—cutaway to show details of 
construction. Copy used step by step 
technique to explain installation pro 
cedure. “How To” headlines told ex 


actly what the reader would find in 
the copy—for example, “How To 
Build A Combination ceiling and 
Floor in A Single, Simple Operation.” 


Le Tourneau 


An unusual task was assigned to 
the Le Tourneau campaign. The com- 
pany s products were well known, and 
the demand was good, but increasing 
difficulty was being encountered in 
(1) converting field requisitions for 
equipment into orders, (2) obtaining 
release of U. S. dollars for payment 
and (3) clearing the necessary paper 
work for import permits. 

The campaign, directed primarily 
at bankers, governmental officials and 
top management, was planned to speed 
up clearance for the considerable vol- 
ume of orders available at operating 
level. but which were being continual- 
ly side-tracked before they could 
evolve into actual purchase orders. 

The results: (1) new line equip- 
ment sales in the Western Hemisphere 
increased approximately 16% over the 
preceding year, (2) balance due on 
export shipments to Latin America 
has been materially reduced, and (3) 
a survey among Latin American dis- 
tributers showed that the campaign 
has helped in general recognition and 
acceptance of Le Tourneau products. 

The merit award winners were: 

For advertising of operating and 
maintenance parts and materials: E. 1 
du Pont de Nemours & Co., electro- 
chemicals department, Wilmington, Del 
handled by Batten. Barton. Durstine & 
Osborn: Standard Oil Co. (Indiana), 
Chicage. via MeCann-Erickson; Waldes 
Kohinoor Long Island City, N. 
via Grey Advertising Agency. 

For advertising of fabricating parts 
and materials and containers and pack 
aging supplies: Carnegie-Mlinois Steel 
Corp. Pittsburgh, by BBDO; Gaylord 
Container Corp. St. Louis, by Oakleigh 
R. French & Associates; International 
Resistance Co. Philadelphia, by John 
Falkner Arndt & Co. 

For advertising of machinery and 
equipment R. G. Le Tourneau Inc., 
Peoria, UL. by Andrews Advertising 
Agency: Neptune Meter Co., New York, 
by W. L. Towne Advertising; the Ohio 
Crankshaft Co. Cleveland, by Carr 
l iggett Advertising 

For advertising primary and process 
materials: Armour & Co. Chicago, by 
Foote. Cone & Belding: E. L. duPont de 
Nemours & Co.'s nitrogen products sec- 
tion, polychemicals department, handled 
by BBDO; Portland Cement Associa- 

(Continued on page 124) 
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The 21 Chemical and 


Process Industries: 


Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 

Coke, Gas 
Explosives 
Fertilizers 

Food 

Glass & Refractories 


Leather— 
Linoleum, Oilcloth 


Metallurgica! 

Oils, Fats, Soaps 

Paint, Varnish, & inks 

Paper, Pulp 

Petroleum 

Pharmaceuticals 

Plastics 

Rubber 

Storage & Dry Batteries 

Sugar 

Textiles 

Miscellaneous 

(including 

Research 
Foundations) 


Unknown today... 
vital tomorrow! 
Analytical Chemistry is the 


key to great new markets 


now being developed 
for your products! 


Throughout America, the future is being shaped by 
atomic processing. To penetrate the unknown, to unfold 
your product facts before the men responsible for analy- 
sis, research, engineering and instrumentation in atomic 
projects, put your sales story with the work-material 
they must have for guidance in their far-reaching de- 
velopment projects. 


One billion dollars will be spent for atomic research and 
development in 1950. Another $500 million will be de- 
voted to industrial research projects. The result of this 
immense activity can only mean great new markets 
ahead for your product. Your salesmen can not possibly 
know what’s going on, what’s needed, or where your 
product can be used. Your advertising in Analytical 
Chemistry opens the door to the important, inaccessible 
men who today are making America’s tomorrow. Ana- 
lytical Chemistry puts you on the ground floor of vast 
new developments. 


To pave the way for tomorrow’s greater sales, schedule 
Analytical Chemistry. Its balanced circulation will take 
your sales message to the specifying teams responsible 
for analysis, research, engineering, instrumentation and 
nucleonics. 


Each member of the 7-Group Buying and Specifying 
Team is important: Officials 5,532 * Works Executives 
876 + Engineers 1,963 + Research Directors 3,263 + 
Chemists 4,157 + Consultants 5,422 + Foremen and 
Supervisors 796. 


AMALYTICAL 
guemisTey 


Reach them in 


ANALYTICAL CHEMISTRY 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 


NEW YORK +» CHICAGO ~ PHILADELPHIA « CLEVELAND - FORT WORTH - SAN FRANCISCO - LOS ANGELES - 
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shows STEEL is the 


Find out what's happening in Metalworking 
A PENTON PUBLICATION 


and you'll put STEEL first on your schedule! 
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best buy 


Advertising men have been seeing survey 
after survey in which top metalworking 
men themselves put STEEL first on the 
list of metalworking magazines they 
prefer. In coverage and readership, 
too, latest facts and figures show 
STEEL out in front. 


Seeing evidence that STEEL covers more 
of the worthwhile plants than any other 
publication, advertising men are taking 
a new look at their schedules in metal- 
working to make sure they reach enough 


of the right plants. 


When you check, you will find your 
greatest sales possibilities in the 


plants STEEL enters every week. They are 
the plants that do well over 90% of all 
metalworking business -- a production this 
year of over 70 billion dollars. 


Ask the man from STEEL to show you these 
timely and informative surveys: Dun & 
Bradstreet's extensive study of the entire 
metalworking industry; THE ERIE REPORT, a 
searching study of a typical metalworking 
city; the significant study of buying 
influences in the steel-producing industry 
-- and other recent independent surveys 
which give you entirely new information 
that will help you plan your advertising 
and sales program. 


STEEL + Penton Building + Cleveland 13, Ohio 
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What Business Papers Must 
Do for Today’s Advertisers 


A* AN ADVERTISER, it is my 
duty to warn you [business pa 
per publishers| to recognize that 
you have a greater responsibility to 
your advertiser than merely provid 
ing white space 

But the simple fact is you are not 
doing near enough for your adver 
tisers 

Most of us know what advertising 
can do to aid sales. We've seen clas 
am ¢ xamples of its success, We know 
what poor advertising or lack of ad 
vertising can do 

In my own company, we spend a 
couple of million dollars a year on 
space advertising. Those millions, 
added to our profit figure. would be 
very welcome, but we aren't going to 
de anything so rash as that. We know 
those millions are doing a backing 
up job for our sales. We know too 
that if we were to add those millions 
to our profit, it would probably be 
the last year or next to the last year 
we ever had a profit 

Knowing how dear these dollars 
come to us, it should be your respon 
sibility to give us more than white 
space for these dollars. Here are 
some suggestions 

1. Market studies. Instead of spend 
ing your time and jnoney preparing 
brochures that show the relative pe 
sition of your paper in your field, use 
that time and money for market 
studies that your advertisers can use 
to advantage. Those competitive sur 
veys you frequently put out aren't 
worth the powder to blow them up. 
And how they are blown up. No one 
vet has ever put out a survey that 
didn’t prove he was the leader. Five 
surveys in the field——five papers 
five leaders. It's not only ridiculous 

it’s ludicrous. 

But market studies—who is buy 
ing what and how—there is some 
thing you can do better than we can 
in many cases 

And if you are discouraged that 
you've made market studies in the 
past and they haven't been used, just 
remember that industry hasn't needed 
such sales aids for about ten vears. 
They need them now. Thev'll be es 
pecially welcome if they have no 


By W. C. JOHNSON 


ytive Vice Pre 
halmers Mta 
Miwoukee 


This is « condensation of an address at 
the annual spring meeting of the Associated 
Husiness Publications in Chicago 


connection with a competitive study. 
The less selfish vou make these 
studies, the more good they will do 
you—and us. 

2. Coverage. Your books, as you 
well know, are no better than your 
list of subscribers. I feel that it’s 
your responsibility to make your lists 
just as good as you can. 

You know, yourselves, how good 
your lists are. Or how poor. It takes 
real money and effort to have good 
lists. But it's your life blood. It's 
what makes good papers or poor 
papers. 

All | ask—all any advertiser asks 

is that your papers go to the peo- 
ple they are supposed to go to, that 
you let us know what your circulation 
breakdown is. and that renewals are 
obtained in orthodox and fegitimate 
ways. 

And remember, your lists should 
be no larger that your field allows. 
More than this is phony. 

3. Costs. | am glad to see that the 
trend in rate increases has leveled off. 
Your responsibility, however, is big- 
ger than just leveling off. You've got 
to look for every possible cost-cutting 
opportunity consistent with the quali- 
ty of your papers. 

Already your high rates have de- 


prived many marginal advertisers of 
the opportunity to get their sales story 
across and to get their share of the 
business in certain fields. They just 
can't afford to do business with you. 

Generally speaking, | recognize 
that there's a bigger audience now 
and that the rate structure must be 
realistic in reaching that audience. 
But it still is your responsibility to 
do that job as inexpensively as you 
can. Advertising is a big item in our 
budget. And just as we look for full 
value in our plant operations, so we 
want to be sure we are getting full 
value from our advertising expendi 
tures. 

1. Space Salesmen. As editors and 
publishers, you have a deep responsi- 
bility to us as advertisers in appoint- 
ing good space salesmen. 

By and large. you have an excellent 
bunch of men beating the sticks. But 
your obligation doesn’t end with 
merely giving a good man in a dis- 
trict. Having appointed him. it is 
your duty to give him better home of 
fice backing. 

Give him true and real authority in 
his territory. And when you, the big 
brass from New York, come to his 
district. don’t go over his head. If he 
hasn't landed an order fast enough 
for you, don’t tell him you know bet- 
ter than he does how to go to the top 
in the prospect's company. 

But. when you do come to the top 

come in with your colors showing. 
We are always glad to see you be 
cause we profit from your ideas and 
your knowledge of conditions, but— 
if things are so bad that you think 
you have to go and get the order, and 
it’s necessary for you to go over the 
heads of normal procedures or by- 
pass your representative—then leave 
your spats and cane outside. Drop the 
syrupy suaveness and tell me, “You 
big fat so-and-so—you've got a hell- 
uva mess and don’t know it.” 

Follow the advice of your man in 
these matters, and don't expect that 
your big name can get you in where 
he can’t get in unless he asks for that 
kind of help. 

And give your salesmen better sell- 
ing tools. Stop relying so heavily on 
competitive studies. Many salesmen 
secretly despise them. Instead, give 
them help in obtaining sales and mar- 
keting information for their custom- 
ers and prospects. Any salesman 
knows that a good sales tip to a pros- 
pect is worth a ton of competitive 
(Continued on page 132) 
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You can cash in on this increasing interes, in packaging. 
You can search out new customers and help keep old ones 


sold by printing your sales message in the magazine pack- 
*A front-page article, 


reprinted from The Journal of Commerce 


aging men read for help and ideas — Modern Packaging. 
of April 17, 1950 


MEMBER 
AUDIT BUREAU 


pack 


\ 
Gains Lift | 
New Trends Aimed Tonnages of Paper, 
trends in packaging ing J [7 
i aiding the selling of products estimates of the 948 int) | 
or industry according to $6,500,000,000 in 194° H 
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for Better 


Public 
Relations 


By FLOYD A. LEWIS 
Dudley, Anderson & Yutzy 
New York 


How several industrial sup- 
pliers have taken pains to go 
“above and beyond the call of 
duty” to improve their communi- 
ties and thereby their businesses 
is told in this latest article in a 
series by members of the Indus- 
trial Publicity Association of New 
York. 


NY COMPANY that sets out to 

improve its community relations 
must know that continued acts of good 
will toward the community must pre- 
cede and accompany publicity. 

That may not be as formidable a 
prerequisite as it sounds. The facts 
that a given plant operates in a given 
community, employs residents of the 
community and brings commerce to 
the community are in themselves acts 
of good will toward the community. 
Thus the company, before it embarks 
on a community relations program, 
has a flying start. 

However, the average community 
has come to expect more than these 
automatic, although important, con- 
tributions from local companies and 
plants, just as the community expects 
more from its leading citizens. 

The alert manufacturer is meeting 
these expectations in many ways—as 
a matter of good business and as well 


Improving Your Community 


COMMUNITY INVESTMENT—Verney Corp., Manchester. N. H., is using its 
dental clinic to give employes’ children fluorine treatments, which have reduced new 
decay in children’s teeth 40 or 50%. For what it accomplishes in serving the com- 
munity and convincing employes that the company is “for "em,” the cost is small. 


as the desire for community improve- 
ment for its own sake. Companies are 
supporting or leading campaigns for 
such improvements as recreation fa- 
cilities, parks, nurseries, public hous- 
ing projects, public health activities 
and elimination of undesirable effects 
of the company’s plant operation, in- 
cluding smoke, dust, or stream pollu- 
thon. 

The cotton textile industry, for one, 
has an outstanding record of such ac- 
tivities. For example, Verney Corp., 
Manchester, N. H., is using its dental 
clinic to give employes’ children 
fluorine treatments for inhibiting 
tooth decay. U. S. Rubber Co. has 
plants in Hogansville, Ga., that spon- 
sor tonsil clinics every summer for 
children of employes. Other children 
of the community may obtain opera- 
tions or treatment at nominal fees. 

Talon, Inc.. Meadville, Pa.. maker 
of slide fasteners, has built a new 
$400,000 waste-disposal plant at the 
factory as a means of improving the 
health and business prosperity of the 
community. 


Many companies have invested in 
recreational and cultural centers for 


employes. Dow Chemical Co., Mid- 
land, Mich., sponsors one of the most 
ambitious of recreational programs. 
When a survey revealed a total lack 
of organized after-school activity for 
Midland youth, the Dow Athletic 
Club, which includes some former 
All-American athletes, launched a pro- 
gram for the city’s children. A Junior 
Athletic Club was formed to provide 
instruction and play in every sport 
from table tennis to wrestling. 

In aadition, Dow has a full-time 
sports director who turns out high- 
caliber teams which play many 
benefit games to support community 
enterprises. The company’s program 
also includes the Dow Male Chorus, 
which began as a company group but 
has now expanded to the status of a 
community activity. 

{ good example of community 
service of a cultural type is the library 
of Bethlehem Steel Co.. Bethlehem, 
Pa. When the company dedicated the 
Charles M. Schwab Memorial Library 
in its general office building, the com- 
pany announced that the library, in 
addition to serving its own scientists 


(Continued on page 110) 
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Meet the men you want your advertising to sell: 


“Our plant produces printed wax papers and cellophane, 
“| buy many of the lines using a wide variety of power system equipment, all elec- 
trically operated. Our three 200 KVA transformers step down 
purchased power from 13,000 volts to 220 volts. We have 
| advertised H over 200 motors, from 144 to 50 hp. We use AC and DC. We 
$ee in convert to DC with motor generators. Our three 30-ton re- 
frigeration units cool water for the waxing machines. A 150- 
hp oil-fired boiler supplies heat and process steam. 


OPERATING ENGINEER” “My staff of ten men handles all the power system opera- 


tion and maintenance. When I finieh Operatine ENGINEER 
I pass it along and particularly encourage the men I am 
grooming for advancement to study it. I find it specially 
helpful in training my men to install, operate and maintain 
refrigeration equipment and piping systems. 


“I spend $15,000 to $40,000 a year for power system main- 
tenance supplies alone. I originate the requisitions and specify 
brands of products. Also, I aid in selecting all power driven 
equipment we use. Except for certain capital investment 
equipment, I buy mostly from industrial distributors. 


“I get about six magazines regularly, but the editorial 
information and advertising in OperaTinc ENGINEER give me 
more than I can really use, so I naturally spend more time 
with it. I became interested in ............ * traps through their 
advertising in Operatinc Encineer. They seemed better for 
a specific situation, so I decided to buy, and they certainly 
took care of the problem. I buy many of the lines I see ad- 
vertised in Operatinc Encinerr, but I always read the ads 
over to see if something new is coming along which can make 
my power system more efficient.” 


*Name on request. 


Mr. Advertiser! Here is your buyer. Here is more evidence 
of the scope of authority and responsibility of OPERATING 
ENGINEER readers. Here is your opportunity to sell, now, 

H. B. Fay, Chief Engineer to the thousands of engineer-buyers who enthusiastically read | 

. and endorse OPERATING ENGINEER. 
Fabricon Products inc. of Pa. 


Philadelphia, Pa. 


OPERATION and 
MAINTENANCE 

of POWER 
SYSTEMS: 

Steam 

Electrical 
Mechanical 
Compressed Air 
Heating 
Refrigeration 

Hot and Cold Water 
Air Conditioning 


A McGRAW-HILL PUBLICATION” @ 330 WEST 42nd ST., NEW YORK 18, WN. Y. 
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sales power in the power market 


How to Advertise 


to Business Men: 
Part 20 


By HOWARD G. SAWYER, Vice-President and Director 


jome Thom Ch rura + 


@ Formulating an advertising 
plan calls for attention to 


_ three vital factors — long range 


strategy. short term strategy, and 
immediate tactics. 


T IS SCANDALOUS that so few, 
relatively, advertisers operate with 

a long-range plan of strategy...or lay 
out a program of advertising for at 
least 12 months ahead...or even know, 
from month to month, what's going 
to happen a month hence. 

Space reps tell me they must spend 
a considerable amount of their time 
selling individual space units and then 
chasing copy up to the last minute. 
More ads than perhaps we suspect are 
knocked out by the rep himself—or 
even cancelled ultimately for lack of 
a decision by some one in authority. 

And even where advertising runs 
regularly, indicating that appropria- 
tions are made on some systematic 
basis, it is often clear from the evi- 
dence of the ads themselves that there 
is no basic strategy. 

Each ad seems to represent an ob- 
ligation to fill the space rather than 
to fulfill a responsibility in a well- 
ordered plan of sales promotion. Too 
often, the advertising is not so much 
mis-directed as un-directed. 

It is a prejudice dear to the heart 
of advertising people that any 
“trouble” is always the fault of some 
management man who has refused to 
go along with the expert's recom- 
mendations. There is much to be said 
for this point of view, and the worst 
indictment that can be made of man 
agement in connection with advertis 


New York and Boston 


ing is its failure to regard advertising 
as a long-term investment and there- 
fore deserving of some intelligent 
planning. 

The layman who takes a hand in 
advertising often has some peculiar 
and probably conflicting notions about 
advertising, and some of them are: 


The main idea in advertising 
is to keep the name in front of 
the market. 

Each new ad must be altogeth- 
er different from its predecessors. 

Each ad should tell the com- 
plete sales story. 

People won't read long copy, so 
it doesn’t matter much what the 
ad says. 

Every reader reads every word 
down to the last paragraph and 
remembers it all. 

Business men don’t read busi- 
ness magazines in the summer- 
time. 

Production cost should not ex- 
ceed 20°. of space cost. 

W hat the competition is doing 
is the best guide to strategy. 


And so on—with the result that the 
amount of objec tivity devoted to ad- 
vertising planning varies with the in- 
dividual in charge: one man doesn't 
care what the ad says so long as the 
name is readable by anyone riffling 
the pages; another strains for novelty 
at any expense; another keeps putting 
the problem off, running “fillers” 
while waiting for an _ inspiration; 
another attacks each ad like an insur- 
ance company’s lawyer composing the 
fine type for the back of a policy. 

\ lot that is pointless, insincere, 
commonplace in business advertising 


could be avoided if the individual 
with the approving authority could be 
sold, at the outset, on a specific and 
consistent plan of advertising action. 

Before a word of copy is written or 
a layout visualized, the complete ad- 
vertising plan should be mapped out— 

on paper 
and approved 

with the understanding that the plan 
be allowed to operate along the stated 
lines and at the same rate for as long 
as certain specified objectives have 
not yet been reached or until the fac- 
tors determining the strategy shall 
have changed sufficiently to obsolete 
the old strategy and warrant new. 

The practice of running an ad 
whenever the mood strikes or an idea 
comes along that looks good . . . the 
practice of assigning a campaign to a 
stated lifetime corresponding to a 
fiscal year or some other arbitrary 
calendar period . . the practice of call- 
ing for a new deal just because of 
management's own boredom with its 
campaign—are practices which are 
contrary to the principles governing 
generalship in any kind of endeavor, 
whether it be advertising, sales man- 
agement or warfare. 

So I give you, in place of the “no- 
tions” referred to above and many 
others equally ridiculous, two rules 
that should govern every advertising 
program: 

|. Plan ahead 
2. Give every ad a job 

From an understanding of the ad- 
vertising problem, the advertiser 
should be able to set a specific ob- 
jective and should resolve to keep 
moving toward that objective until it 


has been reached. 


Long-Range Strategy 

Broadly, advertising’s objective is 
~almost always—to make more 
money by making more sales. But, for 
practical purposes, objectives have to 
be defined more narrowly than that. 

In fact, it is well to consider two 
types of strategy, one for the long pull, 
one for the short. 

Long-range strategy should have 
as its aim the establishment. in the 
minds of the market, of a specific, 
clear-cut conception of the company’s 
or the product’s special worth, per- 
sonality, uniqueness, reasons for ex- 
istence or relationship to the market. 

I choose to call such a con eption a 
basic sales idea, and thus a basis sales 
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These men are talking 


about you... 


YOU SHOULD BE FLATTERED. 


There are certain men who can say the 
nicest things about you and your products 
or services, which are very apt to make 
other people decide to buy whatever you 


have to sell. 


These men are your most influential 
salesmen . and they're not even on 
your payroll. They are your best friends, 


the bankers. 


A banker's job is an all-around one. In his 
daily contacts he may talk with farmers, 
storekeepers, inventors, heads of small 


and large industries, starry-eyed young 


couples . . . many people in all walks of 


life. 


Bankers are constantly advising their cus- 
tomers ... wisely advising them on money 
matters often involving the purchase of 


one of your products or services. 


A word to the wise should be sufficient ... 
and that word pays off best through the 
advertising pages of BANKING magazine, 
12 East 36th Street, New York 16, N. Y.; 
105 West Adams Street, Chicago 3, 
Illinois; 512 North Oxford Street, Los 
Angeles 4, California. 


Prepared by Royo! & de Gurman 
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idea can be defined as an expression 
of long-range strategy. While strategy 
does not have to be expressed in a 
phrase, it helps—both because the 
statement can be made in a challenging 
and rememberable form and because 
it helps to keep the advertising on the 
beam (censoring any irrelevant in- 
spirations that might otherwise be al- 
lowed to creep in.) 

Ideally, the basic sales idea is the 
one idea which best integrates a 
known desire of the market, with 
some fact about the product, that pro- 
vides the greatest assurance of the 
market's desire being gratified. Said 
another way: it is the one idea that 
best expresses the most important 
reason why the market should take ac- 
tion toward buying the product, in 
preference to buying something else or 
not buying at all. 

It is the most succinet, most dra- 
matic, most rememberable answer to 
the prospect's inertia, habit, skepti- 
cism, indecision and desire. It should: 

have individuality: getting its s«pe- 
cificity from a propetry or relation- 
ship which exists only (or to the great- 
est extent) in the case of this one 
company 

be self-cvident: finding its source in a 


fact which does exit and needs no 
lengthy proof or explanation 


A few examples now to show how 
a basic sales idea can be derived from 
a variety of sources, depending upon 
the facts of the case and the strategy 
to be employed in confronting the 
market: 

based upon product construction 

feature: Edison's (dictating ma- 

chine) Ear-Tuned Jewel-Action 

based upon completeness of line 

Bassick’s Waking More Kinds of 

Casters, Waking Casters Do More 

based upon benefit from uve: Bow 

tich’s Restitch Fastens It Better, 
and Faster, with Wire 

based upon market acceptance 

Seovill’s (drug and cosmetic contain. 

ers! The Best-Selling Brands in 

Leading Stores Have Scovill-Made 

( ontainers 

added onte the product; Card's Only 

Card Taps Are Certified 

It will be illuminating to examine 
these statements to see if each is based 
upon a unique fact, is a selling idea, 
ean be considered an expression of 
long-range strategy. 

Edison's Far-Tuned Jewel-Action 
represents the superior voice repro 
duction obtainable with the Edison 
dictating instrument. It is based upon 
the unique fact that the Edison ma 
chine registers a higher range of fre 
quencies and thus gives greater clarity 
to the reproduction of those conson- 


end SULT 
(ASE 


WIDE OPEN campaign in business 
papers for St. Regis Paper Co., New 
York, is making full use of unusual 
wild bird photographs by Allan D. 
Cruickshank, staff photographer of the 
National Audobon Society. Headlines 
make quick transition to sales message 
Albert Frank-Guenther Law, New 
York, is the agency. 


ants which are carried at the higher 
frequencies. It is a selling idea because 
it can be—and is——used not only in 
advertising but also in selling. It is a 
permanent expression of Edison's 
sales, as well as advertising, strategy. 

Bassick’s Making More Kinds of 
Casters, Making Casters Do More sug- 
gests that more problems of mobility 
ean be solved with Bassick’s line of 
casters. It is based upon the unique 
fact that Bassick does manufacture 
the broadest line. It is a selling idea 
because it makes Bassick eligible for 
any job involving the moving of ma- 
chinery, equipment, materials, etc. It 
is an expression of sales strategy in 
that it seizes leadership in the caster 
field and at the same time broadens 
the market. 

Bostitch’s Bostitch Fastens It Bet- 
ter, and Faster, with Wire is an asser- 
tion that is backed up by a fund of 
application experience. It is a selling 
idea and an expression of sales strat- 
egy because it puts Bostitch into the 
fastening business, not just the sta- 
pling business. 

Card’s Only Card Taps Are Cer- 
tified takes a product with no obvious 
superiorities out of competition by 
giving it an un-duplicatable “extra.” 

From the above. it can be seen that 
the “basic sales idea” is truly a long- 


range plan of strategy. The ultimate 
purpose of all advertising is to intro- 
duce, reiterate and establish that one 
idea. 


Short-Term Strategy 

But progress is made in a series of 
steps, and since the establishment of 
a basic sales idea is an undertaking 
that may require years (and, even, 
may never be fully achieved), it is de- 
sirable to set up short-term objectives 
in order to overcome, one by one, the 
several factors which are unfavorable 
to the fulfillment of the long-range 
objective. 

Almost every conceivable advertis- 
ing objective might be found by re- 
ferring to the list, in Chapter III, (IN- 
pUSTRIAL Marketinc, Jan., of 
possible reasons why the market (or 
desirable parts of it) is not already 
buying the product. 

It is important, then, at the be- 
ginning of a written plan of strategy, 
to describe the situation and state the 
problems. If there are many problems, 
the more important or more im- 
mediate or more susceptible to the 
type of influence that advertising can 
exert, should be selected. 

The following is excerpted from the 
Putman Publishing Co.'s “invitation” 
to contribute entries for its “Putman 
Award”: 


Define your company’s sales prob- 
lem and your advertising objec- 
tives...state what portion of your 
pany’s sales job your advertis- 
ing is expected to do. 

Recognize at the start that your 
industrial advertising, while it of- 
fers many unique advantages in 
building sales, likewise hes its lim- 
tations: For certain jobs it cannot 
be equalled in effectiveness. . for 
others, personal selling is essential. 


Se, with the cooperation of your 
Sales Manager, break down the en- 
tire sales operation inte com 
ponent parts and decide which of 
those operation. can best be handled 
by your industrial advertising. 

State these jobs as specifically as 
possible... point out where and how 
they tie in wth the other sales activi- 
ties. 

This will be your initial “blue- 
print” of the job you are setting out 
to do. Your industrial advertising 
must then be built to do these jobs 
in the most effective manner. 

Once all parties concerned have 
agreed on what the troubles are, the 
next step is to decide what to do. 
Again. the various possibilities have 
already been covered in Chapters III, 
IV and V. And once the short-term 
strategy has been decided, it should 
be considered self-perpetuating, im- 


(Continued on page 124) 
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Why 


YOUR BEST ADVERTISING BUY 
IS MACHINERY MAGAZINE 


Low rates. $270 per page on a 12-time basis-——a rate 
we have maintained unchanged since 1946. 


Circulation doubly crudited by both A.B.C. and C.C.A. 


Renewal percentage steadily increasing. Now 
56.57%. 


| 


No premiums or prizes, club or bulk rates used to 
get subscriptions. 


Issued monthly. Cost-conscious advertisers get a full 
schedule with 12 insertions. 


Only metalworking paper surveyed monthly by 
Daniel Starch and Staff. 


MACHINERY 


New York 13, N. Y. 


Y 
on both engineering and production. | 

a 
— 
| 
ae ny 
M Engineering and Production in the Manufacture of I: 
Metal Products 
ae . 148 Latayette 
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@ Sales Promotion Ideas 


_ COMMENT ON CATALOGS @ BOOKLETS © DIRECT MAIL © EXHIBITS @ MOTION PICTURES @ SLIDE FILMS @ SALES HELPS | 


‘Shops on Wheels’ Boost 
Sales for Suppliers, Dealers 


A® ALES promotion aid that brings 
a heavy. unwieldy industrial 
product to the customer's door for 
demonstration has been showing im 
pressive sales results 

The aid, used by several printing 
press dealers in widely separated 
parts of the country is a “print shop 
on wheels” —a special truck equipped 
with a demonstration press. Printing 
Machinery Service Co., Los Angele-~ 
dealer, put such a truck to use last 
October and sold 32 presses for a 
gross profit of $25,000 the first 16 
weeks the truck was on the road 

Then the company added two more 
trucks. Since then, sales have in 
creased 

International Printing Equipment 
Detroit distributer, sold six 
presses in the first six days of a trial 
run of its first truck. The company 
now plans to order seven more 

Because salesmen cannot carry a 
press ina brief case or the back of a 
car, they previously have had to wait 
for the customer to come to them for 
a demonstration. The truck eliminates 
this problem and a considerable num 
ber of letters and telephone calls to 
the customer 

Both companies above are using 
light-weight Dodge trucks equipped 
with custom-made aluminum bodies. 
A 2.000-pound press is mounted be- 
hind the driver's seat and powered by 
a compact four-cylinder motor and 
generator concealed in the rear. The 
inside of International's truck is fur- 
nished like a plush conference room, 
with leather-covered settees, collaps 


ONE OF THREE trucks used by Printing Machinery Service Co., Los Angeles, 

to carry a platen printing press to prospective customer's door for demonstration. 

Trucks increased sales of the press 50%. Truck interior (see below) displays press 
in attractive setting resembling a conference room. 


ible writing table, venetian blinds and 
automatic air-conditioning and heat- 
ing. 

Super Speed Printing Co., New 
York dealer, has ordered one of the 
mobile demonstrators. 

Printing press manufacturers also 
are showing interest in demonstration 
trucks. American Type Founders, 
Elizabeth, N. J.. is putting a “Little 
Giant Exhibitruck” on a_ coast-to- 
coast tour to demonstrate an automatic 
cylinder job press at graphic arts 
plants. 

The truck is a 26-foot, specially. 
built Ford equipped with a demonstra- 
tion press, supplies of paper, and a 
power-generating and air conditioning 
unit. The press occupies 20 feet of 
floor space and leaves plenty of room 
for spectators in the truck. 


Kaiser's De Luxe Manning 

of Show Exhibit Nails Prospects 
An effective way of locating and 

going after prospective customers was 

tried by Kaiser Aluminum & Chemical 

Sales, Oakland, Cal. at the 1950 Na- 


tional Association of Home Build- 
ers show. 

The company manned its large ex- 
hibit space with salesmen from every 
Kaiser building products sales district. 
Thus every “suspect” who visited the 
booth could be classified on the spot, 
and the regional salesman could make 
a definite date to meet him in his own 
place of business in the following two 
weeks. 

The method worked well. Exhibit 
results included: (1) the company was 
able to present two products—a shade 
screening and a clapboard siding pre- 
painted in three colors for the first 
time—to home builders, (2) 590 
names and addresses of builders, 
building supply houses and other po- 
tential customers were obtained with- 
out solicitation and (3) sales at the 
show and in the immediate follow- 
up period paid for the cost. 

In addition, and perhaps more im- 
portant, the sales appeal of each prod- 
uct and its selling theme was success- 
fully tested before the industry's hard- 
headed buyers. 
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89.6% of the individuals who receive NEW EQUIPMENT DIGEST not 
only read it but have proved that they ase it by sending sales inquiries 
to manufacturers. 


No vague theories are involved here. These are cold facts from the toughest 


test of readership an industrial publication can undergo--the actual pro- 
duction of sales leads from readers. 


These figures come from an exhaustive study of the complete circulation of 

N.E.D. in three states. 9971 individuals were asked whether, as a result of 
reading N.E.D., they had sent sales inquiries to manufacturers. The results 
speak for themselves — 89.6% gave positive proof of readership and 


buying action! 


The complete details of this study are in our new booklet, “PROVED 
READERSHIP”. Write for your copy today. 


AND PASS ALONG 
> 


A PENTON PUBLICATION 
1213 West Third Street 
Cleveland 13, Ohio 
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Where to eat in Los Angeles 


‘ALUDOS Amigos—and welcome to 
®7 Los Angeles for the National Indus 
trial Advertisers convention 

In between, before and after, three 
days of educational and instructive ses- 
sions, Southern Califiarnia offers you 


some # the world’s best—and most 


unusual—-dining 


For mstance, there is a whole mile 


aml a halt of “spots” on one street in 
Los Angeles which has become known 
as “restaurant row The name of this 

reet is La Cienega Boulevard (once 


tamous because it had an oil well right 


im the center of tt.) There are some 25 


restaurants on La Crenewa. all of which 
olfer speciahzed cursime 

these Lawry's, keeps up 
British American relations because it ts 
reminiscent of the restaurants ta 
mous counterpart in London—serving 
the finest prime rib this side of your own 
home town. There are steak and chop 
houses, restaurants specializing m sea 
fol, southern fried chicken and prac 
tieally any specialty to satisfy the most 
fastuhous gourmet 

course, don't torget that the 


served right at the con 


the Biltmore otters a 


famous cumme, diversified and succu 


lent, but, you'll get to sample the Bilt- 
more at all the SPOT s« red luncheons and 
linners, so we'll prepare your way with 
intormation on good cating 
Since you will, after all, be in Sout! 

ern Calhfornia, there are some things 
available here that you can’t buy any 
where else in the world. For mstance 
be sure to try Abalone steak. It's a sea 
food: om fact, a wnivalve and the tastiest 


morsel ever (not such a morsel at that 


most abalone steaks are eneht or nine 


Pismo Beach 


inches in diameter) 
clams, strictly native to small portions 
of the Califorma coast and unhke any 
other clam. And don't forget the amaz 


ing Grumon. A fish you'll probably 
have to catch yourself, because they are 
not supposed to be sold commercially 


But probably foremost among our 


pecialties out here are the Spanish 


toods Tamales, Enchiladas, Tortillas, 


and hundreds of other dishes all with a 


tang and zest you'll rave about. Then 
there’s——but never mind 

Here's the The Southern Cali 
tormia chapter, your hosts, will have in 
the Biltmore a suite of rooms in which 
niormation will be available on where 
and what kind of famous food, enter- 
taimment, and other diversions can be 
had throughout the area. We'll be more 
than happy to give you detailed inter 
mation there. In the meanwhile here is 
a partial hst of recommended cating 
with a few appropriate remarks about 
each. Note: Nearly all “big” restaurants 
in Los Angeles serve cocktails and have 
bars separate from the eating area 


The Strip 


A famous area on Sunset Boulevard 
with places featuring Hollywood nite 
life and wonderful food. 


Villa Nova, 9015 Sunset Blvd. Unusual 
Itahan dishes prepare d to order—about 


$3.00 per 


Bit O° Sweden, 950)! Sunset Blvd. Smor- 
gasbord—an adventure in eating. Any 
where trom $1.50 to $5.00 


Ciro’s, 8700 Sunset Blvd Dining 
lancing, entertainment—famous as the 
place where stars take pokes at each 


other and have fun otherwise. Expen 


Charochka, 8524 Sunset Blvd. Russian 


cursme with delectable vodka and 
Caucasian Shashhk (I don't know 
etther) About $2.50 per 


By WILLIAM P. LESTER 
Vice-President 

Steller, Millar & Lester, Inc. 
Los Angeles 


Maximes, A cashier's cage and every 
thing, just like Paree. Dancing and en- 
tertainment. $2.00—$4.00 per. 


China Town 

Spectacular China Town's group of 
restaurants, with Chinese dishes so nu- 
merous and delightful Chiang Kai 
Chek will probably make it his last 
stand. These are all within a gaudy 
square not far from Union Station. 
Golden Pagoda, Almond duck, ete.— 


Tops approximately $2.25 per person 


Soochow, An outdoor patio with sur- 
rounding beauties of China Town— 
about $2.50 per plate 


Grandview Gardens, A laughing Buddha 
and atmosphere galore $2.00—$3.00 per 


The Drive Ins 
For a quick snack, food served in 


your car by curvaceous dames-—one 
of which (a drive in, not the dames) 
even brings it to you on a miniature 
train, 

Van de Kamp’s, San Fernando & 
Fletcher. Room for 500 cars 


Hody’s, Fairfax at Rodeo Rd Unique 
garden restaurant. Dining room—Drive 
in—Coftee shop Fountain—Cocktail 
lounge. Reasonable prices 


Restaurant Row 


4 mile and a halj of restaurants on 
one street. All worshipping Emperor 
Luculus. 

Lawry's, 55 N. La Cienega Blvd. Dee- 
licious Prime Rib and breads $250— 
$3.50 


Casa Cienega, 1508 S. La Cienega Blvd. 
Featuring Guacamoles and Chili Rel- 
lenos, Mexican music—about $2.50 


(Continued on page 131) 
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GONE WITH THE CRACKER BARREL 


As the tempo of America’s business and industrial progress increased, 
crude, inefficient heating methods were doomed as surely as the open 
cracker barrel in the cross-roads general store. The production of mod- 
ern heating equipment for business and industry today has become a 
major manufacturing field. 

The selling of heating equipment also has been streamlined and im- 
proved, especially in the selection of sales-producing advertising 
media. Manufacturers have found, for example, that Business Week is 
an ideal publication for selling industrial heating equipment. 

Year ofter year Business Week carries more heating equipment ad- 
vertising than any other general business or news magazine. The reason 
for this consistent leadership is that Business Week reaches a very high 
concentration of Management-men .. . executives who make or influ- 
ence important buying decisions. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


Heating Equipment Advertisers* 
in Business Week 


American Radiator & Standard 
Sanitary Corp. 

Babcock & Wilcox Co. 

Carrier Corp. 

Combustion Engineering-Superheater, Inc. 

C. A. Dunham Co. 

Grinnell Corp. 

Modine Manufacturing Co. 

Reznor Manufacturing Co. 

Surface Combustion Corp. 

Trane Co. 

Warren Webster & Co. 


Source Publishers’ Information Bureau Analyaia 
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Beau-ideal 


BULMER 


and « ultured simplicity 
breathe through every line and curve of this beau- 
tiful face. No other design so throbs with pleasing 
personality. Its gentle aura of courtesy and kindhi- 
ness inspires a comradely confidence m the worth of 
whatever product or service its message Concerns. 

Bulmer Italic, too, is always very human. A gay 
and gracious hostess, she’s ever a lover of finery and 
fun. entirely at home with the fine things of life. 
convincing by her air alone that her silver is natur- 
ally sterling and her pearls are from the sea. 

Both of these faces connote quality, are mutual 
complements, carry a good color in mass or display 
without hint of heaviness. Oldstyle and lining fig- 
ures are available in 6 to 48 poimt roman and italic 


and small caps trom 6 to TS port. 


Write NOW fo 


chuchng valuable 200 Elmora Avenue. Elizabeth New Jersey 


presented Bort 


r 


quest on sour bees ite Branches in Principal ( 


i 
2. 
ta 
=); 
Sov le 
Coes 
th 


Employe Communications - Public Relations 


» 


By ROBERT NEWCOMB and MARG SAMMONS 


ANY WISER heads in the field 
of industrial relations have a 

slogan with which they continue to 
goad themselves down practical ave- 
nues. 

The slogan may be over the desk, 
and it may be in the mind. Wherever 
it is, it’s the essence of simplicity, 
which is why so many tenderfeet step 
over it. It is this: “The reason em- 
ployes are sometimes skeptical of 
business management is that they 
don’t understand it.” 

In most industrial structures, the 
supervisor is the interpreter and the 
guide. He is the guy who, if he only 
has the answers himself, is in an ex- 
cellent front-line position to relay them 
to the quizzical. If the front office has 
cloaked him in doubt, there isn’t much 
he can do to build the spirit of team- 
play that industry spends so much a Ft 
time talking about. E Y P| S 

In too many companies the super- gq u ! p 0 u r a n t u pe rv ! s 0 rs 
visor gets the details of the annual 
statement in the same form as the em- F L > | 
ployes, and gets them at the same time. a Ss r 0 n t in e n t e r p r e t e r Ss 
Some company officials, however, are ; 
wise enough to stage a preview for 
supervision and in a few companies, 
such as American Maize-Products Co., 
New York, which has a plant with 
roughly 1,000 employes at Roby, Ind., 
the statistical information is dished 
out to the supervisors in a form they 
can taste and appreciate. 

When it came time to report the op- 
erations for 1949, company top per- 
sonnel were ready some time they 
had been working up a highly agree- 
able theatrical performance, through 
which supervision would get the fi- 
nancial story. Supervisors and the 


technical people accordingly gathered 
at a nearby country club for dinner, 
and after the dishes were cleared 
away, 16 Maize employes took to the 
stage and acted out the annual report, 
step by step. 

The activity was touched off by the 
company controller, Homer P. Goff, 
Jr. Two employes, playing the role of PRINCIPALS in American Maize-Products Co.'s stage dramatization of the com- 
pany’s annual report were two employe-actors depicting the farmer, who —— 
" orn to the company and gets .70 out of every $1 ny’s 
an Amaizo salesman. The controller every $100 of sales. At top: Joe Matlon, assistant electrical foreman, listens to mes- 
received $100, less a cash discount, sage on “management communicator” at Roby, Ind., plant. 


customers, bought syrup and starch 
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Scores 


ABP’s 1950 Advertising iti 
Arouse Record Interest 


Goop TEAMWORK makes ABP’s Annual Advertising 
Competitions the great success they are. 

It takes the teamwork of advertisers and agencies, 
who this year entered a spanking total of 776 separate 
advertising campaigns. The teamwork of judges . . . 
merchandising experts, industrial executives, advertis- 
ing managers and agency men. The teamwork of the 
many publisher members of ABP . . . who sponsor 
these competitions and spend many months in their 
planning and execution. 

What is their purpose? Their objective is to promote 
the use of still more effective business paper advertis- 
ing, by bringing together the outstanding examples of 
such advertising for the inspection and study of adver- 
tisers and agencies 

Who are the winners? Everybody scores! First, 
advertisers and agencies, to whom is made available 
a fertile source of information about good business 
paper advertising. Second, business paper publishers: 
for effective advertising means satisfied readers and 
satisfied advertisers. Third, the readers of business 
papers, whose interests are better served 

ABP carries on many programs directed toward the 
goal ot a still more effective business press. The ARF 
Readership Studies are a conspicuous example. The 
Annual Advertising Competitions are a very impor- 
tant and resultful part of this overall effort. 


Write for“20 POINTS” — a check 
list of factors that make business 
paper advertising GOOD. These 
are the yardsticks, the standards, 
which have emerged from 8 
years of experience in judging 
entries in ABP’s advertising 
competitions 


THE ASSOCIATED 


Rosenstein Bros. 
Lancaster Advertising 
Gay Fad Studios, Inc. 
Owens-Corning Fiberglas Corporation 

Textile Products Division 
Fuller & Smith & Ross, Inc. 
Florida Citrus Commission 

Benton & Bowles, Inc. 

E. L. du Pont de Nemours & Company, Inc. 
“Zerone™ —“Zerex” Anti-Freeze Section 
Batten, Barton, Durstine & Osborn, Inc. 
The Borden Cheese Company 
Young & Rubicam, Inc. 
Montrose Worsted Mills, Inc. 
Harold F. Stanfield, Limited 


Milprint, Inc. 

Jim Baker Associates, Inc. 
General Electric Company 
Chemical Department 
Benton & Bowles, Inc. 

Gilbert & Barker Manufacturing Company 


McCann-E rickson, Inc. 
E. L. Bruce Company 
Armstrong Cork Company 
Shoe Products Department 
; Batten, Barton, Durstine & Osborn, Inc. 
General Motors Corporation 
Frigidaire Division 
Foote, Cone & Belding 
E. 1. du Pont de Nemours & Company, Inc. 
Nylon Division 
| Batten, Barton, Durstine & Osborn, Inc. 
Monowatt, Inc. 
Horton-Noyes Company 
Startex Mills 
| Roberts and Reimers, Inc. 
: Revere Copper & Brass, Inc. 
St. Georges & Keyes, Inc. 


205 East 42nd Street, New York 17, N.Y. 
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Advertisers and Advertising Agencies 


win 57 ABP Awards for outstanding 
Business Paper Advertising Campaigns of 1949 


The Edward Gross Company, Inc 
J. Andrew Squires, Advertising 
Cannon Mills, Inc. 
W. Ayer & Son, inc, 
General Foods Corporation 
Log Cabin Syru 
Benton & Bowles, 
‘acific National Advertising Agency 
Barcalo Manufacturing Company 
Batten, Barton, Durstine & Osborn, Inc. 
Taylor Instrument Companies 
Batten, Barton, Durstine & Osborn, Inc. 
Scovill Manufacturing Company 
James Thomas Chirurg Company 
E. L. duPont de Nemours & Company, Inc. 
Finishes Division 
Batten, Barton, Durstine & Osborn, Inc. 
Nicholson File Company 
N. W. Ayer & Son, Inc 
Libbey Glass 
Division of Owens-Illinois Glass Company 
J. Walter Thompson Company 
Kleinert's 
Grey Advertising Agency, Inc. 
Cannon Mills, Inc. 
Young & Rubicam, Inc. 

General Foods Corporation 
General Foods Sales Division 
Young & Rubicam, Inc. 

E. I. du Pont de Nemours & Company, Inc. 
Rayon Department 
Batten, Barton, Durstine & Osborn, Inc. 
Century Ribbon Mills, Inc. 


S. R. Leon Company, Inc. 


Koppers Company, Inc. 
Batten, Barton, Durstine & Osborn, Inc. 


Linear, Inc. 
The Aitkin-Kynett Company 


Shakeproof, Inc. 
Waldie & Briggs, Inc. 
ler & Smith & Ross, Inc. 


BUSINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which has been cooperating 
since 1916 to maintain and enhance the standards of business paper publishing, in the interest 


Monsanto Chemical Company 
Gardner Advertising Company 


Detroit Steel Products Company 
Fuller & Smith & Ross, Inc. 


R. G. Le Tourneau, Inc. 
Andrews Agency, Inc. 


E. L. du Pont de N s & Cx 
Electrochemicals Department 
Batten, Barton, Durstine & Osborn, Inc. 


Waldes Kohinoor, Inc. 
Grey Advertising Agency, Inc. 


Standard Oil Company 
McCann-Erickson, Inc. 


Carnegie-IIlinois Steel Corporation 
United States Steel Corporation Subsidiary 
Batten, Barton, Durstine & Osborn, Inc. 


International Resistance Company 
John Falkner Arndt & Company, Inc. 
Gaylord Container Corporation 
Oakleigh R. French & Associates 


R. G. Le Tourneau, Inc. 
Andrews Agency, Inc. 


The Ohio Crankshaft Company 
Carr Liggett Advertising, Inc. 


Neptune Meter Company 
. L. Towne Advertising 


Armour and Company 
Chemical Division 
Foote, Cone & Belding 


E. L. duPont de Nemours & Company, Inc. 
Nitrogen Products Section 
Polychemicals Department 

Batten, Barton, Durstine & Osborn, Inc. 


Portland Cement Association 
Roche, Williams & Cleary, Inc 


Elastic Sup Nut Corporation of America 
M. Basford Company 


C. D. Johrson Lumber Co: 
MacWilkins, Cole & We 


E. L. Bruce Company 


of America 
W. Ayer & Son, Inc. 


ration 


Koppers Company, 
Batten, Barton, Tox Osborn, Inc. 


Franklin Process Company 
George T. Metcalf Company 


of the reader and the advertiser as well as the publisher 


y. Inc. 


Fran Taylor. President, Gay Fad Studios, re- 
ceives First Award, Merchandising Division 
Three, from James G. Lyne, ABP Board Chair- 
man and President, Summons-Boardman Publish- 
ing Corp 


Floyd L. Triggs, Chairman of Judges for Mer- 7 
chandising Publication Campaigns, aks at 
ABP Awards Luncheon, New York. He is Ad- 
vertising Manager of Riegel Paper Corporation 
and Riegel Textile Corporation r 


Winners of Merit Awards for Advertising in 
Industrial Publications. Fifteen representatives of 
winning-advertsers and their agencies, shown 
with James G. Lyne (standing, fourth from left), 
ABP Board Chairman and President, Simmons- 
Boardman Publishing Corp 


Judges of Advertising in Industrial Publications, 
under the chairmanship of Oakleigh R. French 
(rear, center), Oakleigh R. French and Associates 
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Quick Action Sparks Employe Relations es 


Each month this department summo- 
rizes here the methods and achieve- 
ments of a company or executive out- 
standing in employe relations. 


Early one morning, Jim Sherman 
was at work at the limestone mine of 
the Pittsburgh Plate Glass Co., near 
Barberton, O., 
when he learned 
that, minutes aft- 
er he had left 
home, a fire had 
broken out in his 
kitchen. Flames 
had engulfed the 
building, and 
Mrs. Sherman 
and her baby al- 
most didn’t make 
it. The house was 
totally destroyed and there was no in- 
surance. 


One of the first men on the job 
was Alvin C. Sherrill, Pittsburgh's per- 
sonnel director at Barberton. Mr. Sher- 
rill took with him not just kind and 
consoling words. He took money to 
meet the immediate needs, and he took 
his camera. 

In a short time, with Jim Sherman's 
consent, Mr. Sherrill had the photo 
graphic evidence of Mr. Sherman's 
plight on the bulletin boards. Mr. 
Sherman was a likable guy in trouble, 
and no group responds as generously 
and as quickly as people in an indus. 
trial plant, once the need is known. 
In several days the Shermans were 
helped over the hill, and installed in 
another home. If Mr. Sherrill hadn't 


and what happened to the rest of the 
money was enacted by the other em- 
ployes who made up the cast of charac- 
ters. 

One actor-employe, dressed as a 
farmer, extracted $48.70 from the 
kitty for corn sold to the company: 
freight and shipping costs took $8.11: 
packaging supplies cost the company 
$2.77, while chemical and manufac 
turing materials touched the till for 

2.13. 

So it went, item by item, with the 
deductions being made by the actor 
employes. The dramatization of the 
report ended with a “stockholder” 


swung into action, there would have 
been many dark days. 

Al Sherrill, one of the country’s 
greater personnel men, is accustomed 
to action, and to quick, clear thinking. 
He has been with Pittsburgh for 30 
years, coming up through methods 
engineering. He puts nearly all the 
chips on the supervisor, believing that 
he’s the man who can do most to in- 
terpret management to employe, and 
employe back to management. 

Sherrill’s program at Barberton ac- 
cordingly is built around the supervi- 
sor. His idea is to demonstrate man- 
agement’s interest in and concern for 
the supervisor. As a result, supervisory 
meetings are forums for the exchange 
of unfettered opinion, with Mr. Sher- 
rill on hand as a listener. “When the 
supervisor realizes his own import- 
ance and management's continuing 
interest in what he thinks, then the 
supervisory program moves for- 
ward,” Mr. Sherrill points out. 

Communications-minded to a high 
degree, Mr. Sherrill has installed near 
the time clock an automatic slide 
projector. He's using it to get people 
better acquainted and better under- 
stood. It has the impact of a changing 
bulletin board, and it presents pictures 
and news not only of supervisors, but 
of union officials and others in the 
limelight. 

Mr. Sherrill’s stature as a realistic 
personnel man stems from the fact that 
he has spent much of his time build- 
ing other people, welding them into a 
cooperative, friendly unit. That in- 
volves having respect not only for the 
other guy. but for what the other guy 
thinks. 


taking a dividend of $1.25 and what 
was left of the original $100, con- 
vineingly whittled down, being put 
back into the business. To make the 
whole show more realistic, silver dol- 
lars were used. 

That took care of that part of it. 
Granted the affair had its share of 
window-dressing, but it is high time 
management recognized the sense of 
bafflement employes experience when 
they are confronted with conventional 
annual reports. 

At this point, the shindig moved on 
to an open forum. The company’s 


president — Theodore Sander, Jr.— 


and the controller made brief state- 
ments, and then threw open the four- 
man panel for questions from the 
floor. If there were any punches 
pulled, there was no ev idence of it; 
the men at the supervisory level got 
the questions off their chests, and 
evidently had the full and complete 
answers in return. 

A good, pictorial report of the 
meeting was published in the em- 
ploye magazine, “The Amaizo Corn 
Ear.” which is edited by Nadia Mon- 
berg. The coverage included many of 
the questions asked from the floor, 
leaving the impression with readers 
of the publication that they, too, were 
in the act. 

There have been many dramatiza- 
tions of annual reports for supervisors 
and employes, but this is the first time 
in the records of this department that 
a company has gone to the trouble of 
presenting a show with “live” talent, 
some of it drafted right from the ex- 
ecutive ranks. 

A progressive company, American 
Maize hasn't stopped there. It is the 
first company in its busy, widespread 
industrial area to adopt the “manage- 
ment communicator.” 

This device, described in last Sep- 
tember’s issue of INDUSTRIAL MARKET- 
ING, is a form of mass telephonic com- 
munication. A tape recording is made 
and the message is made available to 
people in the plant through dialing a 
certain number on the inside tele- 
phone. 

At American Maize each day, some 
message of interest is dispatched to 
listeners-in. It is available primarily 
to supervisors, but all those to whom 
a telephone is accessible may dial in 

there is no secret about it. 

For example, one day as coal stocks 
were melting away, the company re- 
ported on the recorder that, although 
its own supply of coal was dwindling, 
there was still enough to take care of 
any employes who were in serious 
need. Foremen and department heads 
relayed this word, and several em- 
ployes pressed for coal secured it 
through the industrial relations de- 
partment, which is headed by James 
Purcell. 

When a boiler tube sprung a leak, 
affecting production schedules, the as- 
sistant plant manager took to the tape 
to record what had happened. Presi- 
dent Sander, following a recent meet- 
ing of the Corn Industries Research 

(Continued on page 122) 
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Materials Handling 
Equipment for You 


BSN Movie Helps Train Your Salesmen, too 


“Mechanize for Profit” is an on-the-spot camera 
record of how progressive limber and building 
material dealers and wholesalers utilize modern 
materials handling equipment in a broad variety 
of yard operations. 


Made by the editors of Bur_ptnc Suppty News, 
it has all the elements of a 4-star movie—and a 
mint of ideas that are stimulating intense inter- 
est in mechanized equipment among these 
dealers and wholesalers. For manufacturers of 
this equipment, it’s packed with practical ideas 
for selling and broadening the uses of their 
products in this big, ripe market. 


BSN’s film gives dealers and wholesalers a vivid 
picture of how modern equipment can save 
time, money and headaches in unloading, stack- 


ing, storing, loading and delivering the great 
variety of materials—bulk and packaged, and 
in all sizes, shapes and weights. 


This is another outstanding example of BSN's 
long, consistent editorial program to educate 
dealers and wholesalers to the many advantages 
mechanized handling equipment makes possible 

a program that has conditioned thousands in 
this field for your selling efforts. 


A consistent selling campaign in ButLpInG 
SupeLy News will spotlight your product story 
in this active buying market where thousands of 
profitable sales are now waiting to be made. Ask 
a BSN representative to give you authentic 
facts about your sales opportunities for curing 
the “big industry” handling headaches of this 
$7 billion retail building products market. 


BUILDING SUPPLY NEWS 5 south wobash Ave, Chicago 3, Il. 


What Dealers and Equipment Manufacturers Say 


“Your crowning achievernent is that “I think it is wonderful for a publication 


“After the showing of the BSN film at 
the dealers’ convention, our representa- 
tive sold four accounts and got two 
hot prospects.” 

Steel Strapping Manufacturer 


“This movie shows that your magazine 
and your readers are ‘way ahead of the 
facturers in d loping what looks 


like a very big equipment market.” 


—Chicago Manufacturer 


your film will put extra dollars in the 
pockets of thousands of lumber men, 
and at the same time will be a tremen 
dous scoop for your book.” 

Conveyor Manufacturer 


“We were sufficiently impressed by the 
BSN movie to buy a Fork lift truck.” 


Massachusetts dealer 


“I would like to have our executives and 
our sales organization view BSN'‘s fine 
movie Our organization needs educa- 
tion in handling operations in this field.” 

—Lift Truck Manufacturer 


to go out of its way as you are doing to 
educate the dealer even further than 
you already do in your magazine on 
mechanical handling.” 

Steel Strapping Manufacturer 


“You have an excellent movie. It brought 
to our members a great deal of down-to- 
earth factual information.” 

Dealer Association Seeretery 


“It is the most unbiased film of its type 
we've ever seen —-gives customers a fair 
demonstration of each make of truck.” 

Lift Track Manufactarer 


¢ 


‘ 

™ Filmed in Lomber | 

i 
By the Editors | 

— of BUILDING 

if 15,000 Mixers} 

15,000 Lift Trucks 

1,200 Cranes, etc. | 

| 

New 

Lift Track 
At 

Conveyors 
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May be 


Paid circulation of business 
papers penctrates to the 
unlisted men who can say 


Yes or No to your product 


B. hind the man your salesman sees 
is often a man you never heard of 
whose No” cold. On 
his “Yes” can change the mind of the 
man who has been saying “No” to 


can stop you 


you 

Maybe he sits in the office just be 
yond, behind a door without name or 
title. His desk may be Up Front or 
Out in the Shop —or he may be the 
guy who is Always on the Road sell 
ing to others what you sell to his firm 
\nd that goes whether your product 
is an article for resale, or a material 
or a piece of equipment tor making 
your customer's product 

The Real Yesor-No Men 

In the organization of a big user or 
a big distributor there may be dozens 
of such men 

For example, in one typical, mod 
erately-large, midwestern industrial 
plant there are 27 people who have a 
common interest in the selection and 
use of equipment that goes into that 


om pany 


They are 
| Manager of Manufacturing 
1 Asst. Genl. Factory Manager 
| Production Manager 
Plant Engineers 
1 Asst. Plant Engineer 
10 Supermtendents 
2 Asst. Superintendents 
Chief Industrial Fnemeer 
1 tnclustrial Engineer 
1 Materials Handling Engineer 
Chret blectrician 
Master Mechanic 
Supervisor 
| Manager of Quality Control 
I Asst. Head of Op'ns, Planning Dept 


If you sell the type of thing these 
men work with, any one of them can 
block the sale of your product to this 
company, Or any one of them can 
start the ball rolling vour way. Win 
all of them to a belief in your prod 
uct and vou are solid with a multi 
million-dollar concern. This type of 
organization is important to you 
and you have to reach corresponding 
lv large numbers of men in it 


One you have to Se 


19 out of 27 are Unlisted 


How can you reach these men? How 
can you even identify them? There is 
no way of spotting them from the 
outside. Few of them are listed by 
name in any readily-available source 
from which mailing or distribution 
lists are compiled 

An actual check of the names of 
the 27 men listed above shows that 
in the available business, trade and 
technical directories which include 
this firm and its supposedly key peo 
ple, only 8 of these men are listed 
The 19 others are the Yes-or-No men 
nobody outside knows 


The Inside List 


Only insiders know who these men 
are. And of all insiders, the ones who 
know most accurately are the inter 
ested men themselves 

The list of 27 men given above was 
compiled by those men personally, in 
the act of subscribing to a_ paid 
circulation industrial magazine that 
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Heard 


deals with their special functions and 
interests. 

Such a list — made from the inside, 
by insiders themselves — is more accu- 
rate, more nearly complete than any 
list which could be made from out- 
side information. 

In the nature of things, only a 
paid-circulation paper can obtain 
such lists for company after company, 
clear across its field. And only an 
\BC — audited paid — paper can of- 
fer official verification of the validity 
of the lists it uses. 


How ABC Magazines 
Achieve Penetration 


An ABC business paper penetrates to 
the people who influence buying by 
getting them to identify themselves. 
It does this in three ways: 

1. By mail subscription selling, suc- 
cessively probing into an organiza- 
tion with a variety of kinds and types 
of mailing, addressed in a variety of 
ways, until they have reached in onc 
way or another the majority of buy- 


ing-influence people and got them to 
identify themselves as such by sub- 
scribing. 

2. By field selling. The larger ABC 
business papers cultivate their mat 
kets not only by mail, but by personal 
sales contact, just the way you do if 
you are a manufacturer. A subscrip- 
tion salesman, like one of your own 
salesmen, is more than a mere order- 
taker. He is an explorer who dis- 
covers and identifies potential users. 
By going right into an ofhce or shop, 
he tracks down the “buying influ- 
and gets them interested in 
that them in 


ences” 
the magazine 
their work. 
3. By the “magnetic” attraction of 
a well-edited publication. An ABC 
business paper has to be worth sub- 
in order to survive. 


serves 


scribers’ money 


Because it is, it draws out and attracts 
to itself the men who want and need 
both its editorial and advertising 
contents, 

Anv one of these 
achieve penetration. Most ABC may 
azines use at least two of them. Man 


of the larger business publishers, i 


methods can 


cluding ourselves, use all three to 
obtain maximum penetration in 
proportion to the size and complex- 
ity of the organizations they serve. 


* 


If you want to reach the men in 
concerns, little or big, who say Yes 
or-No to your product, use business 
publications that penetrate with ci 
culation lists compiled from inside 
i.c., by subscribers themselves. That 
is, use ABC business papers. 


McGraw-Hill Publications 


$30 West 42nd Street, New York 18, N.Y. 
HEADQUARTERS FOR BUSINESS INFORMATION 


PENETRATION ACHIEVED 


BY A TYPICAL ABC INDUSTRIAL PUBLICATION 


tne cee 


Eng 


EXAMPLE OF “LARGE COMPANY 


Yield 
tng 


Pron 
Cheree of Sete 


EVERY *icGRAW-HILL MAGAZINE IS A MEMBER OF, OR IS QUALIFYING FOR MEMBERSHIP IN, THE ALDIT BUREAU OF CIKCULATIONS 
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May 
Volume 1.6%, (in Pages) Under 1949 


Industrial 
Product News 
Trade 

Class 

Eaport 


Grend Tote! 


Year to Date 
Volume 5.2°, (in Pages) Under 1949 
Industrial 


Product News 
Trade 


Class 


Grend Total 


Industriel Group 


Aero Digest 57 
\merican Aviaton (sem-mo.) 40 
American Huilder 160 
\merican City *155 
American Dyestuff Reporter $109 
\merican Machinist (bi-w.) 106 
American Printer 42 
Analytical Chemistry 41 
Architectural Forum 150 
Architectural Pecord 176 
Automotive Industries (semi 

mo.) 169 74 
Aviation Operations “36 *32 
Aviation Week “10 *152 
Bakers’ Helper (bi-w.) 143 
Hedding a4 a9 
Better Roads 
Hirewers’ Digest 42 
Brick & Clay Heeord 
Hus Transportation 105 124 
Kutane Propane News 

x6%) 
Canner (w) *72 
Ceramic lodustry *71 
Chemical A Engineering 

ewes (wd 19 
Chemical Praineering ton 
Chemical tndustries “16 
Chemical Processing 18 
Civil Engineering 16 
teal Ag 135 8197 
Commercial Car Journal 152 140 
Construction Digest (bi-w.) ‘*150 
Construction Methods & 

Equipment “115 
Construction News Monthly 
Constructor 1s 
Contreetors & Pnoatneers 

Monthly “55 59 
Dairy Keeord 7 
Design News 
Diese! Progress (9x12) 
Distribution Age 7 4 
Dritling 75 a7 
Drug & Cosmetic Industry *102 
Fleetric Light & Power 9% 
Fleetrical Engineering “as 
Hleetrical Construction & 

Maintenance 12 


tincludes a special issue 
“Includes classified advertising 


Fstimated 
"Two ltesues 
Three 


‘Four 


'Pive issues 


n 


1980 een 
17,167 16,926 + 
530 
625 4,363 
2,448 2,529 
1,055 1,133 
26,46 27,281 
1980 ieee 
82,012 86,707 
2,632 2,584 + 
30,635 32,599 
11,401 11,274 + 
5,217 5,917 
131 887 139,081 


Industrie! Group 


Electrical South 

Electrical West 

Fiectrical World iw.) 

Fiectronics 

Engineering & Mining 
Journal 

Engineering News-Record 


iw. 
Excavating Engineer 


Factory Management & 
Maintenance 

Fire Engineering 

Fleet Owner 

Food Industries 

Food Packer 
ood Processing 

Foundry 


fas Age (bi-w.) 


Heating & Ventilating 
Heating, Piping & Air 
Conditioning 


lee Cream Review 

Industrial & Enginecring 
Chemistry 

Industrial Finishing 
(406%) 

Industry & Power 

Intend Printer 

Interiors 

Iron Age 


Lumberman 


Machine Design 
Machine & Tool Blue Book 
41 


x 
Machinery 
Manufacturers Record 
Marine Fngincering & 


Mass Transportation 
Materials & Methods 


Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineering 

Modern Machine Shop 
(4% 264 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Rutter & Cheese 
Journal 


Chonge 
+ 14 
+ 24 
—11.6 
+ 54 
69 
- 
Chenge 
+ 19 
6.0 
+ 141 
11.8 
-$2 


DVERTISING volume of 249 busi- 
ness papers continued to decline 
in May. But the note of declined les- 
sened, in keeping with the recent trend. 
Totals for the entire group are off 
only 1.6% from May, 1949—or 445 
pages under the 27,281 pages carried a 
year ago. Cumulative totals of 131,897 
pages for the first five months of 1950 
tally 5.2% under 1949. 

The 147 publications in the Industrial 
group show a page increase this May— 
up 14% or 241 pages, while year-to- 
date figures for 1950 are 5.4% under 
totals for the group in 1949. The Prod- 
uct News papers have upped volume 
2.1% for May, 1.9% for the year. 

Trade publications carried 5,625 pages 
in May, 1950—a drop of 738 pages from 
May, 1949, or 11.6% for the month. De- 
cline for the year to date, however, 
comes to 6%, giving a more favorable 
long-term picture. 

Class publications are increasing their 
gain over 1949, with 5.1% to the good 
this May, and up 1.1% for the current 
year. Export publications show a month- 
ly decline of 6.9%, with a year-to-date 
drop of 11.8%. 

Uniess otherwise noted, all publications 


are monthiies and have stan 
7 =x 10 inch type page. 


Industrial Group 195001949 


National Petroleum News 
iw. 


"133 118 
National Provisioner (w.) 8143 
National Safety News 63 63 
Ol! & Gas Journal (w.) **501 *8596 
Operating Engineer 57 
Organic Finishing 12 12 
Packaging Parade (9%.x12) 55 55 
Paper Industry 69 RS 
Paper Mill News (w.) *$°108 §°129 
Paper Trade Journal (w.) 120 147 
Petroleum Engineer 196 210 
Petroleum Processing Ro 
Petroleum Refiner *157 
Pit & Quarry 
Plant Engineering 79 Ms 
Plating 53 52 
Power 220 202 
Power Engineering 74 
Practical Builder £216 8161 
Printing Magazine 53 57 
Product Engineering "247 *252 
Production Engineering & 
agement 82 71 
Products Finishing( 4% 1x16", “9 87 
Progressive Architecture 160 101 


Purchasing 


Quick Froven Foods & the 
Locker Plant 


76 
Rallway Age (w.) 290 
Railway Engineering & 

Maintenance 55 
Railway Mechanical & 

Electrical Engineer 81 101 
Railway Purchases & Stores RA 
Rallway Signaling & 

Communications 
Roads & Streets 
Rock Products *93 


Sewage and Industrial Wastes 


Engineering 21 17 
Shears 55 
Southern Lumber Journal 75 RN 
Southern Lumberman *162 
Southern Power & Industry 8S a7 
Steel (w.) **429 
Supervision 3 9 
Telephone Fngineer *87 
Telephony (w.) *112 
Textile Industries 143 44 
Textile World #289 208 
Timberman "92 
Tool & Die Journal (5x7) 78 92 
Tool Engineer 70 RO 
TraMc World (w.) "110 102 


(Continued on page 137) 
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78 
+45 
Page 
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57 68 
71 76 
291 
213 183 
| 121 119 
"216 
45 35 
110 135 
“14200 *135 
*42 42 
79 
149 156 
102 109 By 
é 
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*102 116 t 
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CONSTRUCTIONEER 
covers the five states, plus 
the District of Columbia, 
where over one-quarter of 
all the nation's construc- 
tion activity takes place. 
(Projects totalling over 2'/2 
billion dollars are sched- 
uled for 1950) 


CONSTRUCTIONEER 
reaches the live pros- 
pects for construction 
equipment! . . . Carefully 
maintained lists include the 
contractors, state, county, 
township, borough and 
municipal officials who 
want and need all types of 
equipment and have the 
funds to pay for them. 


Member NBP ond ACP. CCA Audited Circuletion 
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- CONSTRUCTIONEER IS CARRYING 1500 PAGES OF ADVERTISING FOR 240 DEALERS 
AND MANUFACTURERS IN 1950—HERE ARE A FEW OF THE REASONS. . 


CONSTRUCTIONEER 
has the editorial coverage 
that keeps up reader in- 
terest... Up-to-the-minute 
news and features with the 
local touch—tells read- 
ers what they want to know 
about their ows 


alivertiSers Cant e wrong .. 
q 

| 
| i 
tory while it's 
still news! 
vd 


Newsweek to corroborate the news 


ite 


@ clear-cut disti 


prep 


First with Those Who d to Know 
ission on Human Rights onc 
become on increasingly popular ond influential figure on the 
ot = American scene. Like many another I¢ader in fest-me 
the facts she finds in NEWSWEEK help keep her | 
First in Foith with FactMinded Americans 
earns NEWSWEEK the fitle: America's most | 
fo: Low-cost selling to High-Income Families 
— 
for example, used more pages in NEW last year than in Life, 
Collier's, Time, Look and many other great magazi | 
wa WEEK is ac powerhouse for ost things that noney | = 


NIAA Conference 


(Continued from page 33) 


ing, Girdler Corp.—Tube Turns, Inc., 
who will talk on “four freedoms for 


Apsey Jr., advertising manager, Black 
& Decker Co. 

Following the panel session at the 
Canada Day Luncheon, Col. Russell 
L. Putman, president, Putman Pub- 
lishing Co., will present the annual 


of the industrial film “The Radar of 
Selling” will be presented jointly by 
the NIAA and the Putman Publish- 
ing Co. J. Stamford Smith, manager, 
apparatus advertising and sales pro- 
motion divisions, General Electric 


effective advertising”; Ray C. Helbig, | Putman award for the best industrial — Co., and chairman of the association's Aa 
advertising manager, Greenfield Tap _ advertising campaign of 1949. industrial film committee, will intro- : 
& Die Corp., whose subject will be “a This will be followed by the an- duce the picture. Fs 
little starch for wilting budgets.” nual awards for business paper edi- The film will be followed by a play Bs 
Other panel speakers will be Francis _ torial achievement conducted by IN- —_., the use of consumer techniques in ; 
F. Gregory, director of advertising, oustriaL Maaxetinc. The awards advertising, the co-pro- 
A. O. Smith Corp., who will talk on will be given out by William A. Mar- —g.-ers of which are R. Calvert Haws, 
“how we make our ad budget stick”; _steller, vice-president, Rockwell Mfg. advertising manager, Western Pre- » 
Edward E. Beauchamp Jr., advertising Co. cipitation Corp., and general conven- ¥ 


engineer, Lane-Wells Co., on “to- 


morrow's advertising today”; Robert 
D. Towne, vice-president, W. L. Towne 
Advertising; RK. D. Mossman, adver- 
tising manager, Jones & Laughlin Steel 
Corp.; William A. Collins, director of 
advertising, Dravo Corp.; and J. F. 


INSTITUTIONAL: Allan D. Parsons, Allan D. Parsons Ad- 
vertising; John L. Scott, advertising director, G. D. Searle & 
Co.; Charles S. Downs, vice-president, Abbott Laboratories. 


After the presentations the lunch- 
eon will be addressed by O. H. Bar- 
rett, assistant to the president of the 
Goodyear Tire & Rubber Co. of Can- 
ada, who will discuss the Canadian in- 
dustrial situation. 

At 2:45 p. m. the premier showing 


tion chairman, and Sam Eastman, 
partner, Dozier-G: aham-Eastman. 

Following the play Mr. Dolan will 
speak on “Lets get out of the adver- 
tising business. 


On July 1 the chapter officers’ 


THESE JUDGES selected the winners of Industrial 

Marketing’s annual editorial competition for the best 

business paper editorial work in 1949. Winners were 
picked in four classes by four panels of judges. 


INDUSTRIAL: N. D. Buehling, vice-president, 
Fensholt Co.; H. W. Stoetzel, vice-president, Glenn, 
Jordan & Stoetzel; Wendell E. Ray, assistant pur- 
chasing manager, International Harvester Co.; Henry 
M. Coen, purchasing agent, Link-Belt Co.; L. C. 
Koenig, plant engineer, Lindberg Engineering Co.; 
Harvey S. Pardee, Harvey S. Pardee & Assoc.; Wil- 
liam A. Marsteller, vice-president, Rockwell Mfg. Co.; 
Arthur R. Tofte, advertising manager, Allis-Chalmers 


Mig. Co. 


GRAPHIC ARTS: Dan E. Smith, executive art director, 
Poole Bros.; Elmer H. Vogel, art director, Kling Studios; 
Norman W. Forgue, president, Norman Press; and Stan 
Ekman, illustrator. 


MERCHANDISING: (from left): R. 
K. MacDougal, account executive, 
Young & Rubicam; Seymour Mintz, 
advertising director, Admiral Corp.; 
Alexander Rogers, advertising man- 
ager, Libby, McNeill & Libby; C. W. 
Mulaney, merchandising director, Wal- 
reen Co.; David G. Watrous, advertis- 
ing manager, Parker Pen Co. 


/ 
| 


The Cover Protein 


Meld release as- 
wwres§ stoin-free 
rubber molded parts 

sittcene meteria! provide: 
slip needed for good fill of 
mold, easy remevel of 
@eer shift lever boots 

details on Page & 


PUTMAN PUBLIBIING CO CHICAGO 


Quality 


Quality 


“ READER ACTION (* Performance) 


Quality Superior 


proves* READERSHIP and* Advertising Values” 


* Mere numbers . . . of readers or response . . . mean little. Only quality counts. 
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Rowle thes bo 
| 4 
Wall 
i 
INDUSTRIAL MARKETING, June, 1950 


breakfast will be presented at 8 a.m. 
and will feature discussions on more 
effective chapter organization. Glenn 
fers, Ohio district manager, Mac- 
Rae's Blue Book, will preside as chair- 
man, 


Another breakfast will be held for 
discussions on the use of manufac- 
turers’ catalogs. The chairman will be 
Robert N. D. Arndt, executive vice- 
president, John Falkner Arndt & Co. 
His subject will be, “Making catalogs 
more efficient tools for industrial sell- 
ing.” Charles Down, show manager, 
lamp division, General Electric Co., 
will speak on the subject, “Industry 
revaluates the trade show.” 


At the regular session on the morn- 
ing of July 1, William C. Mullendore, 
president of the Southern California 
Edison Co., will speak on “retreat 
’ from freedom,” and William E. Um- 
| stattd, president, Timken Roller 
Bearing Co., will discuss “advertising 
free enterprise.” 

The NIAA publishers’ sales presen- 
tation awards will be made by Ken- 
neth J. Bayer of Oakleigh R. French 
& Associates at a 12:30 p.m. luncheon. 
The convention attendance award will 
be made at the luncheon by Robert 
C. Myers of the Carnegie-Illinois 
steel Co. 

The afternoon session will be ad- 
dressed by Paul G. Hoffman, ad- 
ninistrator of the 
( Oop- 
eration Adminis- 
tration. 

Following Mr. 
Hoffman's talk 
the meeting will 
be de®eted to a 


discussion of 


what television 
Hoffman means today to 
industrial advertising. Speakers and 
their topics will include: H. L. Hoff 
man, president, Hoffman Radio Corp., 
“TV as a marketing tool: Actor 
Charles Ruggles, “Why TV appeals to 
me as an actor’: Sidney Strots, vice 
president, National Broadcasting Co., 
“You and your company.” NBC will 
give an hour's demonstration on the 
uses of TV equipment and techniques. 

The annual banquet of the associa 
tion will conclude the convention on 
the evening of July 1. The banquet will 
be featured by a stage show followed 
by dancing. Hollywood actors and 


actresses will attend. 


... WILL CARRY A 


(uaranteed Circulation 


OF 10,000 PER MONTH 


There will be no increase in basic advertising 
rates for the period 

Per thousand circulation advertising rates will 
be 20% lower than 1949 


Survey after Survey shows 
Butane-Propane News is the Best Buy! 


Recently several manufacturers conducted a series of surveys to deter- 
mine which publication serving the LP-Gas industry was preferred and 
read by their own customers. 

Conducted on a national scale and covering several different industry 
groups with an average return of better than 36% —survey after survey 
showed a uniform and consistent preference for Butane-Propane News 
—let's look at the results... 


75.3% of the returns from manufacturer's own customers show they 
prefer BUTANE-PROPANE News. 


92.5% read BUTANE-PROPANE News. 


20.3% of BUTANE-PROPANE News’ circulation is unduplicated by ony 
Proof that more coverage and better results can be obtained by con- 
centrated schedules in the leading publication. 


A comparative analysis of these surveys on a cost basis reveals: 
A 12-page schedule in B-P News will reach 90°% of the buying influ- 
ences of the entire industry at a cost of $2400. 

The use of two national publications in this industry will achieve 95° 
coverage at a cost of $4,320...a 5% increase in coverage at 80°% 
more cost. 

Concentrating schedules in B-P News saves the advertiser 44% in costs 
with only 5% less cc verage. 


Only BUTANE-PROPANE News is necessary to cover the industry! 


You too, can determine which publicotion your customers and prospects read and 
prefer by conducting your own survey ot our expense. Write for details. 


ADVERTISING OFFICES 
. NEW YORK 18 
11 West 42nd Street 
CHickering 4.1939 
A Jenkins Publication CHICAGO 3 
1064 Peoples Gos Bidg. 
WAbosh 2.2584 


j 
198 Sowth Alvarado Street 
Y Leos Angeles 4, Colif. - DUnkirk 7-4337 Phone 2.2414 
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Convenently located half way 
between the Biltmore and the 
Ambassodor Hotels 
198 SOUTH ALVARADO STREET 
ONE BLOCK NO. OF THIRD ST 


10 Minutes by Tox 


MAKE OUR OFFICE YOUR OFFICE 


while attending the 28th Annual Conference of The National Industrial 
Advertisers Association * June 29, 30, July 1 * Los Angeles, California 


Even if you don't avail yourself of our services, 
we'd like to have you visit our offices and talk to 
the staff members who produce our publications. 
We want you to see our facilities for news gathering, 

care...and if you need desk space, information, pe 

aid our editorial! offices, our production and circulation 

elephone service. secretariz > use 

telephone service, secretarial aid, or the use of our departments, our all-gas modern kitchen . . . all the 
direct wire to Western Union Offices ... our ex- details that go to make up a well-organized and inte- 
grated publishing business. 


The facilities of our new publications office are 
offered free to all NIAA Delegates attending the 
1950 Conference. Have your mail forwarded in our 


perienced personnel will be glad to work with you 


‘ez : ; Attend the 1950 Conference for the latest 
Nobody Profits ‘til Something is Sold * ob 


Jenkins Publications, Inc. 


198 S. Alvarado Street, Los Angeles 4, California * Phone DUnkirk 7-4337 


Handbook Butane: Pregane Gases 
Bottled Gas Manual 

Directory of Butane- Propane Butk Plants 
Operating an LP-Gas Business 

The ABC of LP-Gases 

The Liguid That ts Gas 
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@ Why Don't Advertising Agencies Advertise? 


It would be difficult to find many men in or out of 
industrial advertising who would not agree that its 
quality has increased quite noticeably in the last 
ten years. The number of ads that shout quality, in 
tegrity and service—-and are backed up by exactly no 
facts and figures. is becoming less and less. 


Some of the reasons for this improvement are, 
(1) the better job being done by the nation’s ad- 
vertising agencies which are handling industrial ac- 
counts, and (2) the fine job that groups such as the 
National Industrial Advertisers Association and As 
sociated Business Publications have done in making 
industrial advertisers conscious of the need for 
factual, informative advertising 


However, there are still many manufacturers in 
the small to moderate-size category who most defi- 
nitely need advertising help—whether they know it 
or not. Many of them do not have a full time ad- 
vertising man on their payroll, and fewer still are 
inclined to use an advertising agency. 


Usually there are one of two reasons for operating 
without professional advertising assistance. One is, 
“It's only necessary for our name to be seen, so we'll 
have the publication run a picture of our plant, a 
few lines of copy, and our name.” The other is, 
“Why should | pay good money out to an agency? 
Anyone can write an ad, and anyway | know more 
about our products than they could learn in ten 


ears.” 


The uninformed industrial manufacturer is no 
more at fault than the agencies handling industrial 
accounts, which as a group, permit him to remain 
uninformed, And one of the hard to see, but at the 
same time obvious reasons that he is not a believer, 
is that the agencies fail to tell him about the services 
they can offer 


Check the mail of any industrial advertising man- 
ager—you'll find direct mail from publications, 
printers, engravers, exhibit builders, novelty houses, 
but you're apt to go weeks or months before you 
discover anything from an advertising agency. 
Watch the advertising pages of the business press. 
Just a few of the leading agencies are represented. 
Agencies even fail to promote their cause as a group. 
What a natural it would be for a group of agencies 
to underwrite a movie that would show how agencies 
operate, that would tell of their know-how, and the 
services they could render. 


Probably every NIAA chapter in the country 
would show such a picture. Publishers would round 
up their space salesmen for special showings. Col- 
leges and high schools would show it to their adver 


Editorially Speaking 


tising classes. On the layman level, local Rotary 
Clubs, Kiwanis groups and others would request it. 
And what finer selling tool could any agency ask 
for, than such a film to show to potential clients 
who have had no previous dealings with agencies? 


Advertising agencies—take a spoonful of your 
own tonic. Advertise! Tell the business world what 
you have to offer. 


@ Why Neglect Sales Inquiries? 


We hear a lot of lip service about the seller's 
market being a thing of the past—that industry is 
now out ringing doorbells—thoroughly investigating 
every sales possibility. Among those who will not 
agree with this premise is J. Stanford Smith, man- 
ager, advertising and sales promotion, Apparatus 
division, General Electric Co. 


Mr. Smith thinks that industry is doing a lousy 
job of handling inquiries from customers and 


prospects. 


In a talk before the Chicago Industrial Advertisers 
Association (published in this issue of INDUSTRIAL 
Makkerinc), he presented some facts and figures 
which prove that management is guilty of neglect— 
at least as far as the handling of inquiries are con- 


cerned. 


Here’s part of Mr. Smith's story. A researcher 
sent for 36 pieces of descriptive literature offered 
in a single business paper. The results: of the 36 
pieces requested, only 19 were sent. The quickest 
service was 19 days; the slowest 61 days. 


It seems somewhat ridiculous that industry should 
spend large sums for space advertising, direct mail, 
trade shows, movies, etc.—and then not take ad- 
vantage of the inquiries that are produced. Top 
management can well heed Mr. Smith's constructive 
criticism. 


Why not see if your own house is in order? You 
should have the answers to these questions: Is ac- 
tion taken on the inquiry the first day it is received, 
or does it float from department to department for 
a week or so? If it is not possible to comply with the 
request immediately, does the inquirer receive a 
letter informing him that there will be a slight de- 
lay? If a follow-up by the field sales organization 
is required, are the inquiries promptly forwarded to 
the sales district involved? Does management re- 
quest reports from the field as to the result of the 
follow-up by the sales representative? Is a check 
ever made to determine what percentage of in- 
quiries result in sales? 


Inquires are worth their weight in gold. Why 
neglect them ? 
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“... avery worthwhile reference and buyers’ 
guide to the BETTER SOURCES OF SUPPLY” 


“We refer to McGraw-Hill Textile Cata- 
logs frequently throughout the year,” 
continues Mr. Hayden. Thousands of in- 
dustrial buyers, like him, refer constantly 
to pre-filed units of the McGraw-Hill 
Catalog Service serving the textile, min- 
ing and electrical fields. 


Careful screening and constant check- 
ing assure you that your catalog will be 
delivered to men with comparable buying 
influence throughout industry. 


Catalogs delivered in this PRE-FILED 


form are seldom lost, mis-filed or thrown 


MACHIAE ce., tac 


Henry W. Hayoen, Jr., Ass't Vice-President, 
ELMIRA KNITTING MILLS, ELMIRA, NEW YORK 


away. Your product specifications will 
therefore be available instantly —com- 
pletely classified and indexed — when cus- 


tomers who count are ready to buy 


Ask for detailed information about the 
orderly, efficient McGraw-Hill Catalog 
Service. 


CATALOGS 


(formerly E-B-R) 


330 West Forty-Second Street, New York 18, N. Y. 


“SELLERS seeking BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs 
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In his constant search for more for his company’s 


Zisette of SKF Industries dollar, the purchasing executive turns naturally, and 


regularly, «© Purchasing Magazine. Tailored to his 
$a S “Give the exact needs... geared to today’s competitive conditions, 
y , Purchasing speaks the P.A.’s language as no other 
° ” publication can. 
P. A. more for his dollar That is why you find SKF among the more than 600 
companies who advertise consistently in Purchasing. 
“The Purchasing Agent is constantly searching for more Informative advertising in the P.A.’s own national 
value tor his company’s dollar that’s his job and he’s magazine helps make your representatives’ sales efforts 
serious about it. Better design, better quality, better more profitable and lowers the cost of securing the 
service — give him those and you'll get his purchase purchase order. 
order.” says Mr. R. R. Zisette, General Sales Manager, Because it’s read by P.A.s controlling 85% of in- 
SKF Industries, Inc dustry’s purchases, Purchasing gives you more for your 
“The day of the conversational salesman, the ‘good- advertising dollar. No schedule to industry is com- 
time Charley’, adds Mr. Zisette, “is gone. This is why plete without it. For full details, write Purchasing, 
Purchasing Agents are our best contacts — SKF sales- 205 East 42nd Se. New York 17, N. Y. Offices in 
men and P.A.s speak the same language.” Chicago, Cleveland, Dallas, Los Angeles. 


A CONOVER-MAST 
PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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Ts TOO BAD for some people 
that the Copy Chasers grow their 

ulcers in the agency end rather than 
in some other compartment of the ad- 
vertising business, 

Due to the fact that even our own 
clients do not know that we are the 
proprietors of this space in our off- 
time and have no more hesitancy 
about operating a blue pencil than 
anybody eise’s clients, our copy suf- 
fers as much from the capriciousness, 
stupidity, inconsistency and general 
advertising ignorance of clients as the 
next man’s. 

Which means we are just frustrated 
copywriters like all other copywriters. 

With one exception. We have a 
means of sublimating our urge to tell 
our clients to go to hell and thus re- 
leasing our repression. We can be as 
nasty to you as they are to us. 

Quite probably, this duality of ours 
— oppressed and oppressor in one—ac- 
counts for the delight we take in tear- 
ing other people's copy apart. On the 
other hand, seriously, as the result of 
having had perhaps more than the 
average experience, we believe our 
criticisms of other people's copy are 
more authoritative than our clients’ 
criticisms of ours. 

Anyway, that’s the spirit in which 
we approached the samples of adver- 
tising submitted to us by a group of 
Canadian advertisers to be judged for 
the Joseph George Beare Memorial 
Award in a competition sponsored by 
the Industrial Advertisers Association 
of Ontario. 

We have examined Canadian ad- 
vertising before and de not recall its 
being so barren and lifeless. We can- 
not believe that Canadian business 
men are as little susceptible to enthu- 
siasm and sound argument as this 
batch of ads would suggest. 

Not that ev ery one of the 12 entries 
is a disgrace to the Dominion. Not at 
all. Several are OK, but none is up to 
the best that you see applauded in 
this space, and most are merely cata- 
log type ads that fail completely to 
develop the “sell” that is the reason 
for advertising. 

Illustrations are generally pictures 
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Prize Canadian Ads Analyzed 
... What’s Wrong with Losers 


% Minneapolis- Honeywell 


of the product, which isn't wrong, 
of course, but the articles pictured are 
not always of absorbing interest. 
Headlines are usually labels. Copy is 
usually descriptive. The viewpoint is 
almost altogether the advertiser's, not 
the market's. Language is stiff, un- 
enthusiastic, frankly—deadly. 

But let’s start with the best and 
work down-hill. 

*% We awarded top prize to an ad of 
Minneapclis-Honeywell Regulator Co., 
Ltd., mainly because of one of the rare 
owner-benefit headlines in the bunch 
and a little diagram that helps drive 
home the headline. 

Headline is “Save 8 to 14 Threaded 
Joints with the Belfield Bypass.” The 
valve is generously illustrated. Two 
diagrams compare an old-style hook- 
up having 18 threaded joints with a 
bypass using the Belfield unit which 
shows only eight. 

First paragraph of copy describes 
the valve as “completely assembled, 


ready-to-use . . . Compact and con- 


venient, (it) eliminates from 8 to 14 


SANGAMO COMPANY LIMETE 


Co. 


threaded joints, besides possible leak- 
age and maintenance at those joints.” 

Second paragraph makes the good 
sales point: “Yet the Belfield ByPass 
costs no more than the usual assort- 
ment of valves, nipples, fittings, 
unions and pipes (plus the cutting, 
threading and assembling) you are 
now using. 

Another paragraph of specification 
copy, and that’s it—an estimable job 
of advertising—turned out by W. R. 
McGrecor of Ronalds Advertising 
Agency Limited of Toronto and J. D. 
GRANT, advertising manager. 

*& Honorable mention here is mainly 
an illustration of a power company’s 
meter reader flashing his lamp on a 
Sangamo Meter. Drawing is not ex- 
pert, but it will do. (However, that 
wiggly Sangamo trademark had better 
be given shock treatment—probably 
it's somebody's pride and joy, but it 
waves and wobbles hardly suggest the 
“Standard of Meter Accuracy.” ) 

Headline is “Good Readability!”, 
which is the static type of headline 
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w Amalgamated Electric 


wor 
KLYDONOCRAPH 


ether power tee 


that invites yawns. Underneath it, but 
much smaller, is “Saves Time and 
Money.” We're sure those four words 
and the top two could be combined 
some better way. Copy, though, is 
fast-moving and directed right at the 
reader, a novelty in our samples of 
Canadian advertising: 

Ask any Meter Reader about San- 
gamo Meters, and his first comment 
is:——"We like them because they're 
easy to read!” 

In the above illustration of the 
Sangamo Type CFA Meter, note the 
clear glass cover set close to the dial 
face, and then the black silk-screened 
numerals on a white lacquered back- 
ground, Time saved for the Meter 
Reader is money saved for the Com- 
pany 


Amalgamated Electric Corp. Ltd., 


took an honorable mention with a 


spread on “The New P. D. Panel- 
board.” Righthand page is mostly de- 
voted to a “cover-off” picture of one 
of the sections surrounded by a troup 
of little copy blocks pointing out the 
features of the device, such as 


High pressure stationary contacts are 
reinforced with «pring steel. 


and 

Handle designed to give proper lever- 

age for case of operation. 

Given a big reverse panel is this 
emphatic statement: “Contact Cannot 
Be Made Without Positive Manual Op- 
eration,” and the accompanying pic- 
tures show that the door-closing and 
interlocking mechanism is so designed 
that contact 
positive ‘two-movement’ manual op- 
eration is completed.” This helps make 
the PD Panelboard, as the main body 


‘cannot be made until 


copy says, modestly, “perhaps the 
safest ever built.” 

*Honorable mention: Canadian 
Line Materials Ltd.’s color page on 
two new features which have been 
added to an instrument which it makes 
to record surge voltages. The product 
is boldly illustrated in red, and a red 
“New starts off the headline. “A 
Simpler, More Effective Klydono- 
graph to Measure and Record Light- 
ning and other Power Line Surges.” 

Copy may make sense to an electri- 
cal engineer but we don’t think a sen- 
tence like this one is particularly easy 
for any one: 


Manufactured in Canada by The 
Canadian Line Materials Limited, the 
KLYDONOGRAPH is easily con- 
nected to the line while in service by 
means of a treated wooden stick with 


makes 
@ erecrare 


Canadian G. E. 


Canadian Line Materials 


a head designed to operate the clamp 
shown in the illustration. 


That's a lot of passive voice for one 
sentence. 

The construction details are shown 
in a diagram which is altogether too 
small to be helpful to such old elec- 
trical engineers as we who have to 
wear glasses. 

Whoever wrote the Canadian Gen- 
eral Electric Co. Ltd. ad must have 
been desperate for an idea. He hung 
a half-dozen plugs from the top of the 
ad and let them dangle over a block of 
green. Right under the plugs is the 
line “Give Your Appliances” and un- 
der it in a splash of white mortised 
into the green is the deathless phrase 
“That extra something that makes ex- 
tra sales.” Copy below tells about 
Unicords being pre-assembled (which 
saves assembly but doesn’t make extra 
sales), rugged, and obtainable from 
stock. 

Here is Canadian Westinghouse Co., 
Ltd.'s page on its “CSP” distribution 
transformer. Maybe there’s a load of 
earlier advertising that can be de- 
pended upon to have conditioned the 
market to a knowledge of what 
“CSP” signifies, but there’s no clue 
in this ad, even though “CSP” is a 
prominent part of both the headline 
(“Save Installed Cost with CSP”) 
and the signature. 

Illustration dominates the ad—it’s 
the CSP. Two curl-tailed red arrows 
point to different places on the trans- 
former, and the copy enclosed in the 
tails tells how the saving is made—no 
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INDUSTRIAL STATESMAN WALTER GEIST, 
able president of 103-year-old leader 
Allis-Chalmers. In his capable hands this 
progressive manufacturer has made mighty 


strides forward, not only in its services 


to metalworking and metal-producing, 


but to agriculture, to construction and 
to a host of other major fields—jood, 
chemical, paper, mining, power 
generation and transmission, textiles 


and many others. 
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recognized 


“No problem is so tough that it cannot be licked. Too often, 


faced by apparently insurmountable difficulties, we continue to 


butt our heads against a stone wall instead of standing back and 


analyzing what we have done in order to find a fresh approach 


” 


WALTER GEIST, PRESIDENT, ALLIS-CHALMERS MANUFACTURING CO. 


The world-wide recognition of the great Allis- 
Chalmers organization is a result of such forth- 
right, realistic thinking. 

For recognition is earned — a reward for insight 
and ingenuity, for sweat and savvy. 


It’sthat intangible of infinite magnitude—good will. 
It’s the password to product acceptance. 


It’s a very healthy part of the values you share in 
when you sign an [Ron AGE advertising contract. 


Write a letter to ten thousand businessmen. Ask 
them what magazines they read. By a comfortable 
margin The Iron Ace will be the first industrial 
publication they name. It is in surveys made by 
Time and The Post and other consumer media. 


Pin your survey down to metal magazines, and 
you'll find The Iron Ace No. 1 again, and again, 
and again — as it always has been in independent 
surveys over the years. 


Dig deeply into the very heart of metalworking 
and metal-producing — the major plants, the re- 
sponsible people, the successful “sellers” —and The 
Iron AGe’s product acceptance is even more pro- 
nounced. Consistently the industry has acknowl- 
edged it FIRST...in weekly circulation, in market 


measure all Metal Magazines 


..-and youll make 


coverage, in plant coverage, in advertising volume. 
Like any other business . . . yes, like your own... 
recognition is won by knowing your objective and 
relentlessly pursuing it. For 95 years, man and 
boy, The Iron Act has had one purpose in life... 
To provide the news and technology men of metals 
need for food and drink. To do this fast and accurately, 
without fear or bios. To be vigilantly alert for new 
and better ways of doing things, not only for its 
industry but for itself. To deliver the best product its 
editors can produce. 
This is the credo that keeps The IRon AGE so young 
with the years. This expains the vitality of its 
editorial and advertising pages. This is the parent 
of readership... your lifeline to advertising results, 


The IRON AGE, recognized leader . . . 
Ist...IN PLANT COVERAGE 
Ist...IN WEEKLY CIRCULATION 
Ist...IN ADVERTISING VOLUME 
Ist...IN MARKET SURVEYS 
Ist...IN MARKET COVERAGE 


The IRON AGE 


THE NATIONAL METALWORKING WEEKLY 


your Ist Choice, too! 


A CHILTON ATION, 100 E. 
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Westinghouse 


gap arrestor to mount, no cut-outs or 
fuses to mount. Copy is sparse but 
direct: 


You save when you standardize on 
Westinghouse C.S.P. transformers be- 
cause you install completely assem- 
bled . . . completely self-protecting 
units! 

Also saves where direct-pole mount- 
ing without crossarm is applicable. 


Now the objection might be raised 


that there's nothing wrong with this 


ad—it emphasizes a couple of con- 


' struction features and interprets them 


in the terms of cost savings. Here's 

| what we don’t like: that darned “CSP” 
which appears to be so meaningful but 
without an explanation—or previous 
education—is so meaningless. We 
would also like to be given at least a 
hint that the benefit offered is more 
or less unique. 

There are some good things in an 

insert published by English Electric 
Company of Canada Ltd., but they are 
hard to get at because the type on 
front is printed partly over blue and 
partly over white and the type on back 
is the kind used by country newspa- 
pers to set up church notices. 

Front asks a question, “Is There an 
Easy-to-Handle Distribution Trans 
former?” and answers it, “English 
Electric Type M Weighs a Third Less 
Than Former Types.” Copy adds: 

Designed to lighten the work of in- 

stallation, the Type M Distribution 

Transformer can be shipped complete 

with oil, further simplifying the 

mounting problem. Electrical charac- 
teristics are better than previous 
types. Wound core construction makes 
for easier maintenance. The specially 
designed Tap Switch provides posi- 


4 THIRD LESS 
teas Trrts 


English Electric 


tive contact with utmost precision, yet 

has 60° fewer parts. 

If it weren't for the feathers inter- 
fering with the story, this much would 
have been fine. Back page is straight 
catalog stuff, but so full of meat that 
it’s a pity the writing doesn’t do it 
justice. 

“They Go Together to Make Ro- 
tary Drilling Safer” is a fair enough 
headline for a Goodyear ad (The 
Goodyear Tire & Rubber Co. of Can- 
ada Ltd.)}, but the thought isn’t car- 
ried out too clearly in the copy which 
starts: 

No wonder Goodyear Rotary Hose ix 
your best investment for safe, trouble- 
free, low-cost peformance! Inside and 
out, it’s built to take the gruelling 
strain of its job, and deliver uninter- 
rupted, faithful service. 

So far, that copy is so standard that 
it would read equally well with a com- 


= 


Goodyear 


Co. of Canada 


petitive product named instead. Next 
paragraph starts talking about the 
coupling which “Can't catch on the 
rig and cause costly delays by jam- 
ming the head of the line.” Third para- 
graph comes back to the hose which 
is described in terms that make it ap- 
pear like a pretty good hose. But no 
explanation of how “they go to- 
gether!” 

So—we were led, from the start, to 
expect to be sold on a special means 
of attaching the hose to the coupling; 
instead, the “go together” is used in 
the sense that me and Mamie O’- 
Rourke do. Too bad, otherwise, an ok 
ad. 

A. P. Green Fire Brick Co. Ltd.’s 
entry is a black and white spread con- 
taining six halftones, painfully ar- 
ranged by some one who thinks good 
layout consists of tipping some ele- 
ments and overlapping others. One of 
the photos is a sky view of Canadian 
Johns-Manville’s plant; one is a boil- 
er room; the other four are close-ups 
of fire brick. Headline is hardly en- 
couraging: “Refractory - Engineered 
by A. P. Green, Canada’s Most Com- 
plete Refractory Service.” and the 
copy, set in a sans-serif type full 
width of the page we would not put 
our eyes to on a bet. 

Front page of a John Inglis Co. 
Ltd. insert is intended to “gain at- 
tention and to do the institutional 
job.” Against a black background 
there's a blueprint in violent perspec- 
tive. On the blueprint is a photograph 
of (we strained our ideas to find this 
out) a cylindrical gate on an electric 
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Where your prospects 
will meet 


you 
halfway... 


Most advertisers think of “reaching an audience.” 


That's fine . .. but do you realize that the audience of 
a good industrial magazine will come out to meet you? 


When your prospect is reading industrial publications 
he isn’t doing it to be amused or diverted. He picks up 
these magazines when he’s thinking about his business 
and its problems ...how to boost production .. . cut 
costs... increase sales. He's looking for ideas. If you've 


got something he needs, he wants to read about it. 


This is one of the important advertising advantages 
peculiar to trade papers. They not only reach a selected 
list of prospects, they reach them when they are 
thinking about business. 


Take a long, hard look at the editorial pages of the 
better trade papers. Visualize the frame of mind of the 
man who reads them. Then make your ads take advan- 
built up by the editors. 


tage of the “climate” 


Let's consider an industrial magazine like STEEL, for 
example. More than 100,000 men read it every week 
while they are thinking about their business. That's a 


favorable “climate” for the planting of any sales idea. 


But equally important, these men that meet you half- 
way in STEEL represent the 12,000 metalworking 
plants that do over 90% of the business . . . and they're 
members of the management team that can produce 
buying action. 

There are three important questions to consider when 
you are selecting advertising media: 


1. Is the publication reaching the worth- 
while plants in the market? 


2. Is it read by men with buying influence? 


3. Does it have the “editorial climate” 
which develops a receptive mood for your 
sales story? 


A good advertising program in good industrial publica- ; 
tions starts the kind of thinking that leads to sales, 
because you're talking to interested readers who will — 
“come out to meet you” if your product is what 


they need. 

All Penton publications can give you the facts you 
need on their markets, their readers and their “editorial 
climate.” If you would like any of this information, let 
us know. Your request will receive prompt attention. 


™ PENTON Company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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power project. Headline is “Engineer- 
ing Problems, Inglis Solutions.” Copy 
on that same old tiresome line we've 
gotten from hundreds of firms—-about 
“ideas begun on paper.” “fund of 
Htechnical skill,” “over 50 years of 
jserving, “facilities tested and 
proven,” “whether your requirements 
are large or small,” “help in solving 
your problems,” etc.-and including 


ecarth-shaking pronouncement “It 


ge experience to solve problems.” 


The second page was designed by 
Fsome one who might have been fright- 
as a child at the Museum of Mod- 
lern Art (see cut). As luck would have 
Hit (and an artist straining for design, 

net readability), the copy is in re- 


verse against black, unrelieved by 
paragraphing. and in that horrible 
sans-serif type—so we can't tell you 
what it says. 

The ad for International Nickel Co., 
of Canada, Ltd., has the neatest lay- 
out of the bunch. Purpose of the ad is 
to sell nickel plating (against tin 
plating) for food processing equip- 
ment. 

Layout shows a kettle, composed 
with a stream of bright cherries fall- 
ing around it. Headline is “Nickel 
Plating Assures Purity of Food Prod- 
ucts” —which is the type of headline 
which makes such a positive com- 
plete statement that there is nothing 
else to be said—or read. Reader sees 


John Inglis Co. 


International Nickel 


it, agrees, passes on. But—so does tin 
plating “assure purity of food prod- 
ucts.” Trouble is—as copy suggests 
later—tin plating doesn’t last as long. 
But we fear few readers got that far. 
Don't throw away your message in 
your headline. 

The United Steel Corp. Ltd. ad is 
a beautiful example of the “advertis- 
ing agency” type of ad—we mean the 
kind that is mostly ad and hardly any 
message. 

Headline is ok: “Cut Your Operat- 
ing Costs with the Right Materials 
Handling Equipment,” and the sketch- 
es are cute, but the copy is just a long- 
winded plug for inquiry without any 
preliminary “sell.” Why should the 


United Steel Corp. 
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MONTHLY MAGAZINE 


“IN ADVERTISING 


WAS SKEPTICAL OF THE USUAL PUBLISHERS SURVEYS, 
SAYS FRITZ WALTHER. , FP. WALTHER. JR. 
ANDO ASSOCIATES, BOSTON, MASSACHUSETTS. 
*THEN I MADE OUR OWN SURVEY FOR OUR CLIENT, 
FOR REAL PENETRATION 4 PRUFCOAT LABORATORIES, INC., 
THE CHEMICAL ASKING ACTUAL PRUFCOAT 
PROCESS INDUSTRIES / WHAT ADVERTISING PAGES THEY READ. THE 
RESULTS CONVINCED ME...CHEMICAL 
ENGINEERING WAS READ MORE THAN 
ANY TWO OF ITS COMPETITORS COMBINED” 


RECIEVED MORE THAN TWICE AS 
MANY MENTIONS AS ANY OTHER 
COMPETITIVE PUBLICATION / 


CHEMICAL 
ENGINEERING 
1S LOADED WITH 
PRACTICAL EDITORIAL fimo out YOUR 
INFORMATION READERS EQUIPMENT OR MATERIALS 
\ CAN USE FOR THEIR FITIN PROFITABLE PLANT 
OWN PROCESSING OPERATIONS BY STUDYING 
\OPERATION.. ANOTHER C.E.’s FLOW SHEETS OF 
REASON FOR C.E.’s THE PROCESS INDUSTRIES / 


FREE copies On REQUEST / 


ee with /7 CHEM & MET 
A McGraw-Hill Publication © 330 West 42nd. Street, New York 18, N. Y. 
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reader, troubled with materials han- 
dling and a hundred other problems, 
leap to the opportunity to have United 
Steel engineers climb all over his plant 
making recommendations? Who is 
United Steel? Whom have they 
worked for? What have they done? 
How much can they save? How do 
I know they wouldn't load me to the 
eaves once they got the chance? 
Couldn't I save as much or more buy- 
ing equipment from somebody else? 

Those are some of the problems an 
advertiser has — figuring out what 
kind of questions the reader wants the 
ad to answer. 

We will say this much for this Ca- 
nadian advertising—now that we're 
through poking holes in it. It isn’t as 
brash as much 4). S. industrial adver- 
tising. While trite in spots, it isn’t 


) corny. There are no analogies, no leg 


art, no “executives sitting at desk,” no 
yelling and screaming. Most of it is 


dignified, straightforward, business- 


i like. What it needs most, perhaps, is 
' a little Gallic vinegar. Les Canadiens 


sont la! 


From Elsewhere in the 


Business W orld 


Steel Co., has a new 
campaign that looks as though it 
should do well to establish Crucible 
as “First Name in Special Purpose 
Steels.” It is the type of campaign 
that we'd never dare suggest to a 


thard-boiled management man: silly 


) drawings, punnish headlines, no pic- 


tures of manufacturing operations or 
“actual photographs” of product in 
use, no product features. But we 
think these ads do the job for which 


intended. 


Here's one—a drawing of a kid 
pushing a lawnmower, done in that 
wacky, distorted style of modern art 
we choose to call Avenue Madison. 
Headline is “Never a Dull Moment!”, 
and the ad tells about Crucible as 
“one of the country’s top producers 
of lawn mower steels.” 

Another one shows a misshapen- 


enough-already creature regarding 
himself in a concave mirror which 
misshapes him in the opposite direc 
tion. Headline is “Don’t Get the Wrong 
Impression.” Copy makes an attrac- 
tive, chatty start: 
It's easy to get the distorted idea that 
stainless steel is a “miracle metal,” 
but after all, stainless is a family of 
alloys and careful consideration must 
be given to the right analysi« to use 


92 


Crucible Steel Co. 


or stainless won't live up to ad- 
vance notices. 


Now we guess that all Crucible is 
after is attention, being content with 
low readership just so long as the 
name Crucible is established—as it 
should be with the wonderful typog- 
raphy used for the signature (see 
both ads). The whole effect is artfully 
childish, but the layouts are superb 
and the campaign should get high 
recognition. 

Another Crucible ad currently being 
encountered is, for a contrast, as busi- 
ness-like as a purchase order. It's a 
spread, with the un-clever but sure- 
fire headline “Now! A Better Way 
to Select Tool Steels.” Left-hand page 
is monopolized by a color reproduc- 
tion of the Crucible Tool Steel Selec- 
tor, a gadget that helps you avoid 
“costly trial and error tool steel se- 


lection.” Main body copy tells what 
the selector does for you, then there 
are two panels of copy below the pic- 
ture telling how to work the Selector 
and giving an example. 

The ad takes care to point out that 
“the answer you get from the Selector 
will prove satisfactory in every case, 
for the Crucible Tool Steel Selector 
covers 22 Tool Steels which fit 98% 
of all Tool Steel applications.” And 
note this last paragraph: 


Send jor your selector today 
You'll want the Crucible Tool Steel 
Selector ... and we want you to have 
it! Remember—nothing you've seen 
before approaches your tool steel 
problems so simply and logically! 
So there's certainly a lot of new 
life in Crucible advertising, and we'd 
like to send a salute to ALLAN SHAW, 
G. M. Basford Co., New York, re- 
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In the NEWS- 


YOUR MARKET FOR 


CEMENT MILL EQUIPMENT 


The Cement Industry is making NEWS with a huge program of new construction, 
plant additions, rehabilitation, 


and is purchasing hundreds of thousands of dollars 
worth of new equipment and supplies! 


In this seething drama of expansion and progress, cement men are bustling about 
on the alert for vital information, know-how, ideas, suggestions, case histories on 
which to judge results of procedures and performance of equipment. 


ROCK PRODUCTS, the national and international show-window of what's going 
on in the Cement as well as all other Rock Products Industries, is preparing for the 


August Cement Issue the biggest, broadest, most timely diet of vital data on the 
Cement Industry ever offered in one package. 


THEY’LL BE THINKING IN 
HARD-BOILED BUSINESS 
TERMS 


Down-to-earth, reliable information is whet 
they'll be looking for — and what they'll get 
— when these decision-men of the Cement 
industry read the ROCK PRODUCTS August 
Cement Issue. 


Advertise your focts, explain what you hove 
to offer that will help them, and your inter- 
ested big audience (largest in the field when 
you use ROCK PRODUCTS) will welcome the 
opportunity to include you in their baying 
considerations. 


ADVERTISING DEADLINE 
July 8 
Reserve Dominating Space Now 


Thermal efficiency . . . new and better operating procedures 

. .. important trends . . . . ways to cut costs, deliver o better 
product .... progress of investigations in many of the 
principal researches now being conducted . . . . these and 
more will be in the big Cement Issue. 


Be sure your advertisement is included to tell how your 
product contributes to economy, efficiency, better cement at 
lower cost per barrel. Keen, eager interest will greet the 
articles and advertisements in this issue; it will get a real 
going-over by the Cement Industry's Buy-Men. 


ROCK PRODUCTS 
AUGUST CEMENT ISSUE 
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Fansteel 


sponsible for the layouts in the page 
campaigns, Dan Cuarny, G. M. Bas- 
ford Co., who wrote the copy for the 
spread, and Basford’s vice-president, 
Dox Murenuy, who did the high level 
planning 

We might have criticized the lay- 
out of the Crucible spread for the po- 
sitioning of the coupon—above the 
signature. Probably 
able not to detract from the signature 


it seemed desir- 


but a coupon should always be in a 
lower corner. However, the Crucible 
one is not badly off where it is—cer 
tainly better off than the checklist in 
the Fansteel We often 


whether advertisers really expect read 


ad, wonder 
ers to fetch a pencil and make their 
mark in those little squares. 
&Sealed Power Corp., is running 
some §-page inserts that feature cut 
outs. In one there's a series of super 
imposed eircular cut-outs of decreas 
ing diameter, which help to illustrate 
that Sealed Power piston rings are (as 
is shown successively, underneath} : 
Best 
Best 
Best 
Best 


ring fer oil control 

ring for sealing power 

ring for easy starting 

ring for out-of-round bores 


Johns- Manville 


WHATS DOING IN DALLAS 


PY} 


{ 
j 


Sealed Power Corp. 


Around each hole, both front and 
back, is supporting copy to prove the 
respective assertions. 

Another insert looks at the piston 
ring from the edge view, revealing, 
page by page, the steel segment, the 
full flow spring inside it, and the pis- 
ton oil holes inside that. 

Beautifully handled by Arruur F. 
Orts (copy), F. X. O'Bemne (art) 
and J. M. CLeary (account exec.) of 
Roche, Williams & Cleary, Chicago, 
Cuartes H. LeFerre, Sealed 


Power ad manager. 


with 


Two puzzles in nearly consecutive 
pages in a Arm- 
strong Cork’s is a picture of a man 


power magazine, 


insulating exposed water pipe, and the 
question is “What's Wrong with This 


Picture?” Answer is: He's doing it 


the hard way 


He's covering each tube separately, 
instead of insulating the group as a 
single unit, When boiler tubes or any 
other group of hot lines, operate at 
the same temperatures and are as 
clove together as these, it takes less 
time and less material to insulate 
them as one anit’ This method i+ 
shown in the small illustration below. 
It alse cuts down the area of exposed 


Dallas Chamber of Commerce 


Armstrong Cork 
Minnesota Mining 


insulation surface, thus reducing the 
amount of heat lost by radiation. 


Copy gives further instructions, in- 
cluding a plug for Armstrong. 
Eagle-Picher’s is a drawing of a di- 
rectors’ room with everybody worry- 
ing about rising costs except one de- 
lighted-looking figure hiding behind 
the door. Question is “Find the man 
who can do something about rising 
costs!” Answer is 


In most businesses, operating costs are 
still on the rise. But there's one man 
whe caa do something about it- 
he’s the man whose job is to get 
maximum heat and power from fuel 
dollars. He knows you get maximum 
efficiency from Eagle-Picher Indus- 
trial Insulation= because they're made 
ol, ete 

We like the Armstrong one. 
Pretty those two 
statements that get display billing in 
a Johns-Manville ad: 

For 3500 years, ramie fiber resisted 

rot in an Eqyptian tomb . . . 

Now .. . JohnsManville makes ramie 

fiber into the rot resistant packing . . . 


That page with the doll in the mid- 
dle is an ad promoting the city of Dal- 
las (Tex., natch) to businessmen. 
Title is “What's Doing in Dallas,” and 


convincing are 
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MODERN PLASTICS Magazine with its 
ABC-audited distribution of 19,856—Cov- 
ering not only the plastics industry, bet 
also the major buying influences in other 
industries where plastics ore being used 
in increasing volume—heas the highest paid 
circulation and carries more editorial and 
edvertising pages thea all other publice- 
tions in the field combined. 


The Expanding plastics industry—busy making and using 


more of its own basic materials than ever before 
— may be a rich market for your product or services. 


We'll be glad to investigate your sales potential in it. 


A BRESKIN PUBLICATION 


MODERN PLASTICS 
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A Salesman’s 
Best Friend 
is a GOOD 
Catalog 


Whether a salesman covers 
his territory at frequent in- 
tervals or only a few times a 
year, his most faithful ally is 
a good catalog in the hands 
of his customers. 


The need for materials, sup- 
plies and merchandise pops 
up at the most unexpected 
times — generally about the 
time a salesman is at the other 
end of his territory! 


That's when a well-organ- 
ized, up-to-the-minute, easy- 
to-use catalog really goes to 


work. The order is 

signed, sealed and in 

the mail before com- 
petition can grab it off 


What IS a good catalog? It 
is an attractive, sturdily-built 
binder that lasts for years and 
years. It is a book that talks 
“facts” and makes sales. It 
is loose-leaf so it may be kept 
up to date with a minimum of 
cost and effort 


Heinn originated the loose- 
leaf cataloging system to an- 
swer the need for longer and 
less costly catalog, price list, 
point-of-sale material, data 
book service. Your catalog 
problem may be greatly sim- 
plified and improved by 
switching to loose-leaf covers 
We'll be glad to rive you all 
the facts. Write The Heinn 
Company, 326 W. Florida St., 
Milwaukee 4, Wisconsin. 


Proof of Quality 
is in 
PERFORMANCE 


A. LESCHEN & SONS ROPE CO. 


A. Leschen 


the page is full of what makes Dallas 
“the city of opportunity in the South- 
west.” The sign-off says “Braniff In- 
ternational Airways paid for this ad- 
vertisement for the Dallas Chamber of 
Commerce.” 


Those Minnesota Mining & Mfg. 
Co. people have a knack. Here’s how 
they start copy: 

Like to hear why Elisha S. Dankel 

Warp Sizing of Allentown, Pennsyl- 

vania uses “Scotch” Textile Tape No. 

200 for attaching the beginning of 

the warp to the beam? 

Your answer to this can’t help be a 
good-natured “sure,” so they tell you: 
“Because it's speedy.” writes Mr. 

Dankel, “tape is applied in a flash 

saving valuable minutes over other 

methods. It's economical labor cost 
is lowered and production improved. 

It's efficient——warp threads are held 

securely in position.” 

Photos above show how it’s done. 
Headline: “Warp Made Fast With 
Speedy Tape.” Isn't advertising really 
simple, when you let it be? Copy writ- 
ten—-effortlessly, it would seem, (be- 
cause its read so effortlessly) by 
Rosert Leren, Batten, Barton, Dur- 
stine & Osborn, Minneapolis. 

What's really easy is writing KRAP 
like this, full of more dog-eared plat. 
itudes than we ever saw in one piece 
of ‘ opy 

The Proof of Quality Is in Perform- 

ance 

For over half a century “Hercules” 

(Red-Strand) Wire Roepe has been 

proving its outstanding quality by 

the accurate yardstick of performance 

on all sorts of jobs, and in one in- 
dustry after another, Such consistent 
performance is not a matter of chance 


Inland Steel 


Design . . . rigid tests and inspections 
... equipment . . . firm standards—- 
are essential factors. 

As “Hercules” is made in a wide 
range of sizes, types and construc- 
tions—Preformed or Non-Preformed 
—there is in this one grade, a “right 

” for any heavy duty purpose. 
That's so bad it could almost be 


suspected of being a parody on trite 
copy. 

Boost-of-the-Month We've seldom 
seen so much said with such an econo- 
my of words. Upper right in the In- 
land Steel Company ad is: 

For greater safety under foot, in your 

lant and on your products 

nland 

+-Way 

Safety Plate 

Upper left is a cartoon of a black- 
smith explaining why the mountain 
goats (sure-footed) are all lined up: 
“They're lined up for miles since | 
started shoeing them with slip-resist- 
ant 4-Way Safety Plate.” Then the 
four photos explaining “4 Way”: 

Safe Footing (man walking on plat- 

form) 

Easy Cleaning (farm truck) 

Firesafe (gas truck) 

ddds Strength ‘industrial truck) 

Plug for inquiry completes the ad: 

New Bulletin with 

New Ideas 

Just Out! Bulletin Fl. Complete 

engineering and application data. 

Send for it. 


Well planned, (including the strips 
of 4-Way Plate used for decoration) 
by Bernarp Gross, account director, 
of Weiss & Geller, Chicago, with pic- 
ture captions by Wituiam E. Gert, 
ad manager, Inland Steel. 


—The Copy Chasers 


INDUSTRIAL MARKETING, June, 1950 


& 
rr vey 
4-Way 
Safety Plate if 
eee eee eee eee fy 
' 
| 
' 
' 
' 
Ht 
' 
8 
; 
' 
' 
: 
' ' 
' 
' ' 
' 
' 
' 
| 
|; 


Mem 


Thomas 


NIAA 


A vie 


Jat. 
chime 


pership. Roster——— 


MILTON, 
jernett 
* 


Javoes 
New ak \s 


Pres. 
sarc 


spect 


st 
rer 
PY 


Haire pub York 

PULLEX CHARLEY 
Rea, 


Pr 
125° 


Street. 


prom Mer 


Pub. co. 


Gh AN 
red, 


ARD. 
Pub 


Industrial 
Advertisers 
using 


pide. 


axle 


Cree 


Industrial 


JONE 
are nitect 
York 1 

yUR ASCHE K, 
Hill Co. 
York 


Dist 


"inc. 330 W 


fie 


Mar NIA 


sles 
nee 


Se 
joth 
Ni 

ore 


New 


li 


as 


493 Park 


> 


opt MAN 
Simmors Boardm4 
York 
st 


aw-Poil 


yecogrti 


pres. Metrr 
b 


pres 


Mar.. Ante 
New York 


SP AK, OW, AR 
sige NO | gui 


mo 
nm 


St.. 
\ve 
SAVY, ru ok 
Corp 


Nish iné, 
Yor 16 
sALNA 
"York 


schoo! Pub 


jing. for. 


Sharp & 
ideiphia 1 

Geare 

yana! 

whe f 


LeM 


ORE 
ns, 
wip! 


ms public ratho 
er 


York. 
».pres- Amer! 
w cl ef New 


asst... 


H Finis’ 
szna 


INDUSTRIAL 
MARKETING 
June, 1950 


ior | 


sre very 
trial equ 


2% 
yous son. 
tinet 


prom. 


sales 


(205 s 


war. 3 


Awe 


ant 


support 


Pros 


Salk 


ow 
‘ 


Me 


Sa 


our 


yubler & 


Ave 


n 
Asst Acct 

pees. 


5 
Vice 


10 


As 
news 


d 

M: 
iter cw 
Ade 


oo 
« 


Le, t 
Union 


it 


pnt 
«2nd 


AY 


. | 
pres uaporn wart AENS, 
Operatin I nginect> 330 Piaze New 2 
“MAD JOHN w. Ads > Punnell 
well T.. Space Rep-- Gage pub. le 
= Irom Age Ww u AM 
GEORGE T. publisher, jron A@® (RAN 
Reinhold Pub. coy 1 
7 O | 
rrisit Ww yp en TH BY 
AY 3 
senvis, JUNE 29 
HO 
| “0 JUNE 30 JULY ! M.3 
fe Ssimnron 
Los Angeles foe 
fourt! ave ite 
vey. A Adv . 1950 3 
American. 24 | 
cAM ta ce | | 
New York | | 
rk KALYMAN: HERBERT | 
‘tg that pa th m BOM 
18 th yalue of reac ng Carnes Ave 
| 4 Pabiet an of 
| 
: 
Coq 1405 
“as 
F ons | 
ue 
ean a 
| 
— 


BuisipisApy Puy CUAA 


UI MON 


INDUSTRIAL MARKETING, June, 1950 


al 

| 

| « ) 
| 

| 
all 

| 


‘e6ossow sejos 2601000) pun 4103 Mou a2nds 


doy s,uoyou ayy Aq Apnys eBossew sajos sedod sseu VIVG 24) 
-1snq Buyjuesesd yo jsow pud us— ey; 4s UeYM PUD 


anoA Buyepisuo? oym spedsosd mau sdjey ‘syedsoid snjnBes jas 
sdjey VIVG IVIMISNON| U! sajos uno, “Buljiow 


Op jou pjno> Aeyj,, SM UF 
pun sedod ssauisng yo Sspeupuny 
punos,-s09A “sajnpeyrs Bursyseapo yo Buyuunjd 


Sejnpeyrs jourBii0 pud 
Bureq 
4461s eBossow sejos 
@24NOS 
“po Buipying 105 esn senueGo 
4194) PUD sedod 
4O 


ssaysyqnd 


404 
J1SVE 


404 
Buiysom 2180q 
-un up e104 “wey Bu 
DIPEW YO DIOP 
YIM 40440604 
puo joysnpu; sclow pg 
-ueGo pud 
sedod ssauisngq 


sajnpayrs py Guipjing 103 joo Y—DIPOW 


i 


| 
| 
. 
i 
| 
| 
- 
| 
4 H 
] 3 | 
- 


Transit's “big wheels” will roll 
out to Los Angeles September 
| 24-27 for the annual American 
Transit Association Convention. 


September MASS Transporta- 
| tion is a particularly good 
| advertising buy because extra 
copies are distributed at the Con- 
| vention, in addition to the regu- 
' lar coverage of those who cannot 
attend. 
| The average reader who nor- 
mally spends 2 hours and 13 
: minutes reading MASS will 
| spend even more time digging 
; into this special Convention 
issue. 

MASS Transportation's intense 
readership gives you 19 times 
more ad exposure than a maga- 
zine of the “thumbership”™ type. 


Start your wheels rolling now 


to reserve space. Last forms close 
September 5th. 


See SRDS Class. 21—or 
write for rate card 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO, ILL. 


by business papers to other media were 


Cuicaco—For the first time in a 
quarter of a century, the spring confer- 
ence of Associated Business Publica- 
tions, held May 3-5 in Chicago, was a 
workshop clinic, attended largely by 
department heads and devoted to the 
practical problems of business publish- 
ing. Attendance of over 300 and ex- 
pressions of enthusiasm led to the be- 
lief that the clinic idea, established last 
fall at a successful meeting in New York, 
will be carried out hereafter with two 
meetings a year of a brass tacks char- 
acter 

Harmony was much in evidence at the 
Chicago session. There was no discus- 
sion of such controversial subjects as 
free versus paid circulation, and some 
conciliatory gestures toward the mem- 
bers who resigned following the 1949 
meeting at Hot Springs, Va.. were made 
by James G. Lyne, Simmons-Boardman 
Publishing Co., chairman of the board, 
and William K. Beard, Jr.. president. 
toth expressed confidence in the con- 
tinued growth and stability of the as- 
sociation 

The elinies and their chairmen were 
as follows: circulation, William Hunter, 
Haire Publishing Co.; editorial, S. R. 
Bernstein, Advertising Age; advertis- 
ing salesmen, E. S. Klappenbach, Ou 
& Gas Journal; advertising manager, 
Rebert E. Kenyon, Printers’ Ink; 
cost control, N. O. Wynkoop, MeGraw- 
Hill Publishing Co.; production, 
Dwight Menace, McGraw-Hill, and Ly 
man Forbes, Standard Rate & Data 
Service 

All of the officers and directors of 
the ABP were reelected, and a vacancy 
on the board was filled by the election 
of a representative of the Pacific coast, 
P. Heener, Timberman, Portland, 
Ore. Offieers are, in addition to Mr 
Lyne and Mr. Beard, Arnold Friedman, 
Chain Store Age, first vice-president; 
Paul FE. Clisseld, Bakers’ Helper, second 
viee- president Mr. Wynkoop. treas 
urer, and Thomas B. Haire, Haire Pub 
lishing Co.. seeretary. 

Among the talks which attracted wide 
attention was that of J. K. Lasser, head 
of J. K. Lasser & Co. and a leading 
authority on publishing economics. He 
pointed out that while business paper 
wivertising revenues have been rising, 
as the result of higher rates. page vol- 
ime has continued to decline, and in 
propertion te all advertising expendi 
tures. the share of the business publica 
teens is becoming less 

Ameng the reasons given by Mr 


Lasser for the relative loxs« of position 


Workshop Clinic Sets Pattern 
For ABP Annual Conference 


increased use of advertising funds in 
general media; appeals to general 
management instead of the active ad- 
vertising group responsible for media 
selection; reduced promotion effort; 
low rates which do net appeal to agen- 
cies, and their feeling that they may 
lose money on business paper advertis- 
ing. 

“Our analysis keeps showing de- 
creased percentages for promotion,” 
Mr. Lasser said. “That is not true of 
others with a job of keeping present 
customers interested and selling other 
prospects. That is not what you are 
urging on your own advertisers. | am 
net sure that we should not set aside 
more than we now do for advertising. 
Certainly it should be as much as any 
national advertiser would apportion in 
a normal year for his own promotion.” 

Backing up Mr. Lasser’s discussion 
came a plea for harder selling, voiced 
by Nelson Bond, vice-president of Me- 
Graw-Hill, who peinted out some of the 
reasons why business paper salesmen 
must have continually better publica. 
tions and market information to offer. 
Research in the business paper field 
was reported on by Sidney Crane, Sim- 
mons-Boardman Publishing Co.. who 
told of the studies now being made by 
Advertising Research Foundation on 
ABP publications. 

Others on the program included Mr. 
Friedman; George Shutt, Architectural 
Forum; J. A. Gerardi, MeGraw-Hill; 
John T. Ogden, Ogden Publishing Co.. 
Larry Kunstler, Haire Publishing Co.. 
and Julien Elfenbein, of the same com- 
pany. Mr. Elfenbein is president of the 
National Conference of Business Paper 
Fditers, which he urged the business 
publishers to support actively and ag- 
gressively. 


Industrial Publicists Elect Hutchins 
Mrs. Brahna C. Hutchins, president 
of Sheldon, Morse, Hutchins & Easton, 
New York, has been elected president of 
the Industrial Publicity Association. 
succeeding H. P. Quadland, director of 
public relations of the Hazard Adver- 
tising Co.. whose term expired. Other 
new officers are John M. McCracken, 
of Union Carbide & Carbon Co., vice- 
president; Howard Dutcher Jr.. G. M. 
Basford Co., treasurer; and Harold 
Burson, publicity consultant, secretary. 


"Bakers' Helper’ Promotes Wenter 
Frank J. Wenter has been named ad- 
vertising director of Bakers’ Helper, 
Chicago, which he has served as sales 
representative since 1945, 
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A COMPLETELY new circulation and FIGURES show number of requests received from 
editorial approach to the heating and plumb- readers of HEATING & PLUMBING EQUIPMENT 
ing market assures you coverage of MORE NEWS for further information about equipment, 
heating and plumbing contractors and in response to first four issues (processed to 
wholesalers than any other magazine — May 1). Total, including minor classifications not 
and at LOWER cost than any other. This listed here — 33,788 inquiries. 

is true whether you are concerned with 

selling “across the board” or to just one Inquiries 
segment of the field. Phenomenal reader . . 

interest is proved by a total of 33,788 Radiator Heating 7383 
inquiries processed thus far (first four 

issues). Send today for sample copy and Warm Air Heating 5585 
details! 


Oil Heating 4575 


Gas Heating 5068 
Plumbing Fixtures and Appliances 4107 
Tools, Shop Equipment, Materials 6380 
Controls and Instruments 1037 
Pipe, Valves and Fittings 4475 
Domestic (Service) Water 1765 


Including Water Heaters, Woter Treatment, Water Systems 


Ventilating 2349 


Including Fons, Blowers, Ducts, Ventilators 


Summer Air Conditioning 1276 


The monthly “new equipment’ magazine Chimneys 1167 
thet covers contractors, deolers, 
wholeselers. 
CIRCULATION 35,000 


Heating & Plumbing Equipment News 


148 » ee STREET NEW YORK 13, N. Y. 
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and bolts” advertising 


This is a typical 
McCloskey Company 
advertisement in 


The Wall Street Journal 


da 


4 
ra 
ae 
| 
You get a wide range of design 
ot stock model prices with 
McCloskey Buildings 

| McCloskey Company 
A | 
/ war. A Af 4 
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in The Wall Street Journal? 


Does your product or service call for the 
P 
straight-from-the-shoulder. factual selling approach? 


McCloskey Company of Pittsburgh successfully 
employs this approach. George Bond, president of 
Bond & Starr, Inc., their advertising agency, says: 


t= 


“... our advertising in The Wall Street Journal 
continues to bear out the results of the test ads 
we ran last fall ... McCloskey receives more favorable 
comment on their advertising in The Wall Street 
Journal than in any other medium they are using. . .” 


Today, The Wall Street Journal covers every 
element of business news and trends significant to 
American businessmen. Its 8-year circulation growth 
from 35,581 to 153,208 is a direct reflection of its 
business usefulness. 


Such growth is evident in the broadened scope of 
the businesses and of the jobs of Jouraal readers. 
Men in all types of business, holding all kinds of 
senior and junior executive positions, compose 
The Journal's 48-state circulation. These men, filling 
jobs important to manufacturers—in planning. 
production, purchasing and sales—are a responsive 
market for industrial advertisers. 

That’s why 273 business advertisers used 
The Wall Street Journal in one recent month to 
sell their products or services. 

If you are seeking to UP your advertising response 
why not look into this Only National Business Daily? 


| 


44 Broad Street, New York 
Published at... 911 Young Street, Dallas 
415 Bush Street, San Francisco 
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YEARS| 


OF USEFUL SERVICE 


Serving Industry- Serving Engineers 


Over these many years numbers of good 
and true friends have benefited by their 
cooperation with us in publishing the 
A.S.M.E. MECHANICAL CATALOG AND 
DIRECTORY. We invite you to join with 


Reservations to 


MECHANICAL CATALOG 


The American Society Cie 
of Mechanical Engineers = 


| 
29 West 39th Street, New York 18, N. ¥. A 


Midwest Office: 400 West Madison St., Chicago ©, iil. 


== 
er: | 
3 
Rs 
us. Hurry! 
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Bernard H. Doten, oresiden: 
Bicine G. Wiley. executive secrerors 


NIAA Offers Package 


Instruction to Colleges 


New York —A package program on 
industrial advertising for use in col 
leges that give advertising courses has dvertising with ¢ 


heen prepared by the college coopera 
tion committee of the National Indus 
trial Advertisers Association 

The program, including a basic lee- 
ture on industrial advertising that can 
be delivered either by a colle ge imstruc 
tor or an industrial advertising man 
iger representing NIAA, will be pre 
sented at the NIAA convention Jun 
28 at Lox Angeles bw A. R. Tofte. ad 


ertising manager, Allis-Chalmers Mig 
Co.. Milwaukee. chairman of the NIAA 
college cooperation committee. 


The purpose of the program is te de 
velop more emphasis on industrial ad 
vertising in college courses. A’ survey 
made by the committee disclosed that 
net more than 10%, of US 


ive 


tion in industrial advertising. Of the 


with advertising courses 


colleges and universities that have ad 
courses, 31°) give no courses in indus 
trial advertising, while about 59°, 
give the subject oceasional attention 
Members of the committee, in addi 
tien to Mr Peofte nelude Gene \V 
Wedereit, The Girdler Corp. & 
Turns Ine.. Louisville: Keith F. Galli 
mere, Kleauw-Van Pietersom-Dunlap As 
<oriates, Milwaukee: and M. B. Hanks 
sholt Machine Co.. Madison. Wis 


Wa!l St. Journal 


Towne Elected General Choirman of 
195! NIAA Conference in New York 
Robert D. Towne. vice-president, W 
I ve Advertising, New York ul 
esident of the Industrial Advwertisin 
Association of New York, has beet 


lected eneral 
chairman of 
noual NIAA econ 
rem n 195] 
Towne pre 
‘ th the 
onterenece to 


held June 24-27 ¢ 
the W alderf-As 
teria, will attract 
L500 uivertising 


and marketing ex 


ecutives tor a 


Towne 


tter dance 
at an NIAA conference. The last con 
ference in New York was in 1939 
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Notione! Headquarters, 776 Broscwoy 


colleges ° 


NIAA News 


New Yort 19. NY 


CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Advertisers Association launched a cam- 
paign to se ll management on industrial 
1.200-line ad in the 
Mav 19 issue of the Wall Street Journal 

The ad was prepared by the Indianap 
olis chapter. Ads by the 


Milwaukee and 


STARTER in NIAA's drive in the 
was this 1,200-line ad. 


Indianapolis Chapter Launches NIAA Drive 


The National Industrial 


Pittsburgh chapters appeared May 26, 
nd June 2. Each of 34 NIAA chapters 
s preparing an ad for the series. A new 
ad is running onee each week for four 
weeks and thereafter twice monthly. 
The campaign is financed by the Wall 
Street Journal. 

Under a head, “Why is it that some 
salesmen never meet a stranger?” copy 
of the initial ad says: 

“The answer is advertising. It pre- 
cedes the salesman on every call, es- 
tablishing his identity and stating the 
nature of his business. It saves the sales- 
man’s time and the cutomer’s time. It 
reduces the cost of the call--the cost 
of the sale. 

“If yours is a company whose prod- 
ucts are sold to industry-—where the 
cold conditions of sale are cost, quality, 
performance and delivery —advertising 
can never conceivably replace the sales- 
men. But advertising can be the means 
of getting that same salesman into the 
prospect's office—and out with the or- 
der in less time and at lower cost thas 
any other method known to manage- 
ment.” 

The ad, signed by the Indianapolis 


AWARD WINNERS in the annual Joseph George Beare Memorial competi-ion, 
sponsored by the Toronto chapter of NIAA for the best Canadian advertising, 
it were selected this year by Industrial Marketing's Copy Chasers who served as 
judges. (For analysis of winning ads, see the Copy Chasers, p. 83.) Winners in- 
cluded (from left) Charles Pearse, Ronalds Advertising Agency, Toronto, who 
accepted an honorable mention award for a client, Canadian Line Materials, Toronto; 
N. E. Gerry, advertising manager, Amalgamated Electric Corp., Toronto, honorable 
mention: Don Grant, advertising manager, Minneapolis Honeywell Regulator Co., 
Toronto, winner of the Joseph George Beare Memorial award; Wes McGregor, ac- 
count executive, MacLaren Advertising Agency, Toronto, honorable mention for 
helping prepare ads of the three companies above; and Fred Tilley, advertising man- 

ager, Sangamo Co., Toronto, honorable mention. 
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chapter, offers four booklets without 


charge: “How Industrial Advertising 
Meets the Demands of Top Manage- 
ment.” “How Industrial Advertising 


Helps Make Sales.” “Copy that Clicks” 
and “Mechanized Selling at Work.” 


CIAA Brochure on ‘Foyer Feature’ 
Competes for McGraw-Hill Award 

The Chieago Industrial Advertisers 
Association's entry in the annual Me- 
Graw-Hill competition for the best 
NIAA chapter activity is a brochure 
about CIAA’s monthly foyer feature, 
described as “an industrial advertising 
trade show on the installment plan.” 

The foyer feature, initiated in 1948, 
has presented at each CIAA meeting a 
physical display of some phase of in 
dustrial advertising such as exhibit 
tee hniques, industrial movies, printing 
and graphic arts 

The brochure describes the various 
CIAA foyer displays and explains how 
other advertising groups can set up and 


benefit by a similar program. 


EIA Speakers Bureau Will 
Serve College Students 


Pirrseurcu— Markets, methods and 
media in the field of industrial adver 
tising and selling are topics of 26 
speakers who are available for addresses 
at colleges and universities and who are 
listed in a new spiral-bound booklet 
issued by the Industrial Advertising 
Council, Pittsburgh chapter of the Na 
tional Industrial Advertisers Associa 
thon 

The booklet was prepared by a speak 
ers bureau that was formed by EIA to 
stimulate interest and help inform col 
lege students of the career possibilities 
in industrial advertising. The speakers’ 


service is aimed partly at compensating 


MEMBERSHIP CHARTER was presented by Blaine Wiley, executive secretary, 

National Industrial Advertisers Association, to the Oregon Industrial Advertising 

Association which is completing its first year as the Portland chapter of NIAA. 

The chapter has 31 members. From left: OIAA Vice-President Ed Hoener, busi- 

ness manager, Timberman; Mr. Wiley; President Ed Hogl, advertising manager, 

Interstate Tractor & Equipment Co.; and NIAA Vice-President Dar Johnson, sales 
promotion manager, Hyster Co. 


for the lack of college textbooks on in- 
dustrial advertising and selling. 

Speakers’ topics include industrial 
advertising theory and practice, re- 
search, art, market development. pub- 
lishing, direct mail, industrial shows, 
photography and typography Booklets 
are mailed on request to instructors in 
journalism, advertising, commercial art 
and marketing. A brief synopsis of each 
speaker's address is included. 

The speakers’ services are offered free 
of charge, although speakers will accept 
payment when they appear at colleges 
that are accustomed to paying for such 


services 


TIME OUT for analyzing the speakers’ ideas was taken by these marketing men 


at the second annual Ohio Valley Industrial Advertisers conference. 


Supplier Can't Ignore TV, 
Industrial Marketers Told 


Crncinnati--Two ways that tele- 
vision will affect industrial suppliers 
were listed by speakers at the second 
annual Ohio Valley Industrial Adver- 
tising conference. 


Marshall N. Terry, vice-president, 
Crosley Broadcasting Corp., Cincin- 
nati, predicted that television will play 
an increasingly larger role in employe, 
community and public relations. He 
said that television, as it becomes less 
costly, would become one of the most 
dramatic and effective media for the 
manufacturer in his pressing “first” 
task of selling himself and capitalism 
to his employes and the public 


Howard N. King, typographic coun- 
selor, Intertype Corp. York, Pa., de- 
clared that television, “when it blankets 
most homes in the nation as it will in 
the next two vears, will change the pub- 
lie’s reading habits.” He believed that 
the public will demand more pictures 
and more “quick impression,” capsule 
story-telling in editorial matter and ad- 
vertising. 


Charles E. Willet of Product Pres- 
entation, Cincinnati, outlined technical 
details of organizing exhibits and cut- 
ting costs. He suggested that show ex- 
hibitors avoid shipping inexpensive ex- 
hibits back to the home office and, in- 
stead, leave the exhibit with the local 
distributer or branch sales office to 
make use of as a sales aid. 
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"GOOD! YOU CAN LINE UP THOSE 143 JOBBERS OUT WEST— 


while you’re at the NIAA Conference in Los Angeles” 


Line up your plans now for the 1950 NIAA Conference 
in Los Angeles. Your program is keyed to what sales- 
manship means to free enterprise. And you'll hear and 
see demonstrated the relevant factors facing industrial 
marketing today. 

This will be a working meeting — with plenty of 
leadership opinion expressed. You'll benefit from the 
opportunity to revitalize your thinking about distribu- 
tion, selling, and advertising... based on this year’s 
theme: “Nobody profits ‘til something is sold.” 

Remember, the Conference is in California this year 


ATTEND THE 25 ~ ANNUAL NIAA CONFERENCE! 


...and in June. Why not combine your plans with a 
West Coast vacation before or after the Conference 
closes? 

Plan now to attend-——-and make your reservations early! 
For complete information, write to the Attendance Committee, 


NIAA Conterence Headquarters, 2614 West 9th St., Los Angeles 
6, Calitornia. 
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GLAMOR PRODUCERS—The entertainment committee for the Los Angeles 
conference of the National Industrial Advertisers Association will have the fol- 
lowing Hollywood actors and actresses as guests at a banquet and stage show 


July 1 


Tim McCoy and Grant Withers 


The 


committee 


includes 


(from 


Humphrey Bogart, Lauren Bacall, Dana Andrews, Mercedes McCambridge, 
left) Newton 


Withers, Walter Sawdon, Chairman William Mills, Dan Ebberts, Tyler McDonald, 
William Lanier, Duke Lanfre, Cal Haws and Robert Heintz. 


Chirurg, Polley, Charlop 
New Chapter Presidents 


lames Thomas Chirurg 


president, James Thomas Chirurg Co 
Boston ageney, has been elected presi 
lent of the Is Advertising \. 
local chapter of the National 


(association 


chnical 
Industrial Adve 

Vr. Chirurg was 


rlisets 
program chairman 


in 1999.50 and was a speaker at the 


NIAA convention in Buftale last vear 
lhe of a new book Se You re 
(,oing tor C in Advertising 
A\genes 


WESTERN NEW ENGLAND 


Cans The Western New 
chapter of the National ladu 
ial lected 
ye bent CW. 


Bostrom 
Product Corp 
New Haven. Conn Treasurer \ l 
Williams Terrington Mig. Coe 


rington 


Wootton 
108 


Wiremold Co. H 


Cann. Secretary Miss Feith 


NEW JERSEY 
Newark, N. J 


vertiising 


dustrial 


succeed Richard B 
Funnell 


Ames. m 


MIAMI VALLFY 


manager 


Marketers of 


elected were: Vic 


Elliott ¢ harlop ad- 
S. Blickman 


has been elected president of the In 


Ne w 


Carland 


anaget 


le rey to 


of Sanger 


vertising 


Okonit 


Hel’-Coil Appoints Gishel 


Flimer Gishe 


John Ma 


ev lodust il 


vertising 


vertising 
Nuodex 


See 


sales and ad 


Mass & 


Weldstein 


John 


son. assistant ad 


manager 


Salas, ad 


mon 


Products 


{ 
| ranktin 


tr 


ve 


Kircher 


Way 


uret 


Hel 


former account x 
ther I upten Cao New 
president of the New 
Marketers, has been 
netion manager Heli 


NIAA 
25 Years Ago 


From the June. 1925 issue of 


INDUSTRIAL MARKETING 
“The industrial advertiser has a 
new job.” said Bennett Chapple. 
publicity American 


Rolling Mill Co. Middletown, O.. 


director of 


wt the joint meeting of the Asso- 
ciated Business Pape rs end the 
NIAA at the Associated Advertis 


ing Clubs of the World convention 
held in Houston 


“Our Americen communities 


have become more and more the 
product of industry.” he said. “and 
te make bigger and better markets 


for industry we must help to build 


better communities. With every 
industry synchronizing its efforts 
in behelf of community better- 
ment. the markets of the world 


would be increased tremen- 


dously.” 


Members of the Eastern Indus- 
trial advertisers were guests of E. 
1. duPont de Nemours & Co. and 
Powder Co. Wil 
last month. The 34 
taken 


the Hercules 
mington, Del 
touring members were 
through duPont’s advertising de 


mad at Hereules, 


statistical and 


partment 
Sfaring, manager 
record div.. explained the 


Hereules’ 


trade 
operation of trade ree 


ord system 


\dvertising managers and «ales 
managers should use the satne 
man 


sales talk. Eugene Whitmore, 
eciter 


Sales Vaenagemen 


trial films for « 


‘ nto ena 
ring ele Films il show 
operatie ndustrial end con 
struction machinery, and will be 
known as the EAA. Leeture 


“a 
A 
e-presidents 
| 
| 
G d 
| 
| Co; and 
Co.; and E 
4 
¥ 
| 
i manade Star 
to flonn mak om Charlop Metor Co 
mur ition equipment. for past Rucks. staff assist told members of the Chieago Fr 
' Federal Tele neerit Advertisers Associetion 
ren whee ‘ n phen Ra » Cory t the May meeting Both 
Hapter for LO ye should agree on the best argu 
tx for tl produc resulting in 
iwa WAYTON Tom Polles Huge creased effectiveness for hoth 
greatest \\ \ vat elected d lesmen 
the Miami Vallew Indus 
for / H. Gregory public tv 
~ chapter ‘ ' Master Eleetrie Co manager. Barber-Greene Co 
(ther new of 4 president: FE. B. Grav \ has been made chair 
Vier. Buckeve | & Brass Co. weasemmer: f the Engineering Adver 
\. T. Wol Watson Metcalfe. of tisers Association's committee for 
cott. General ten & Collett. secretary on { indus 
trie Co, Pittsfield 
cutive, 
York 
Coil Corp. Long Island Citv. 
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The 
Magic Key 
To give America a better 
to create a greater realization of the 
added to Free Enterprise in giving us 
the highest standards of living 
ever known to man... ‘this is the mission 
of the Magic Ker. 


Leaders of advertising and industry, 
| have acclaimed this 16-mm 
sound-color film as an i 
contribution to greater appreciation 
of our American Way of Life. 


N.LA.A MEMBERS 


he R ’ Selling 
The Mage Key and “The Radar of 
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COTTON 


CONSUMED 


BY 


ALL OTHER 


MILLS 


TEXTILE BULLETIN serves the 
great Southern Spinning and 
Weaving Division of the textile 
industry. It is the only publica 
tion in the field that offers com 
plete, concentrated coverage of 
this richest -of-all. textile -mar- 
kets, and allows advertisers to 
sell directly and specifically to 
manufacturers and processors of 
yarns and woven fabrics with 
out wasting a lot of circulathon 


on lease: and irrevelent markets * 


TEXTILE BULLETIN reaches 
cotton, rayon and woolen mills 
having 79% of the active spin- 
dies and 69% of the active 
looms, and otlers this coverage 
at a cost far below that of any 


other publication 


Complete information wil! be 


sent on request CLAR 


textile 
bulletin 


LEADS IN COVERAGE 


OF THE GREAT SOUTHERN SPINNING 
AND WEAVING INDUSTRY 


*You can reach the entire Textile 


Industry by advertising in Textile 
Bulletin and The Knitter (serving 
the Knitting Division). Combina- 
tion rates are available, and 1 plate 
suffices for both publications. 


| CHARLOTTE, 


For Hosvery and Mesulecture 


K PUBLISHING 


For Up-to-the-Minute Market and Media Data 


use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 


Improve Your Community 
(Continued from page 56) 


and employes, would be open to men 
from other companies, students, 
writers, or anyone else with a work- 
ing interest in any phase of the tech- 
nology of iron and steel. 

An important warning should be 
remembered by manufacturers in pub- 
licizing these types of community ac- 
tivities. Although such publicity re- 
quires the same techniques and skills 
as publicity for the company’s busi- 
ness and production operations, the 
company must take extra care here to 
avoid over-boasting. This is a point 
that calls for special care in com- 
munities where two or more com- 
panies may be engaging in similar 
community activities. In fact, inter- 
plant cooperation is an area in which 
the larger plants may well take the 
lead, provided they are careful not to 
“hog the show.” 

To herald the story of the company, 
what it makes and what it does for the 
community constitutes the second half 
of a good community relations pro- 
gram. Major local media are the em- 
ploye publication, newspapers and 
radio. 

In the company’s sponsorship of an 
employe publication, it is far more 
important to invest the more heavily 
in a skilled editorial staff than in 
high-quality paper and printing. A 
good staff working at interpreting the 
company and its clearly-defined poli- 
cies to employes comes first. Such 
policies must be interpreted and re- 
ported on an individualized basis. 
The question that the employe pub- 
lication must answer in each story is: 
what does this company policy or 
company story mean to John Doe on 
the production line or Mary Roe in 
the office? 

Where a plant is considered too 
small to have its own employe pub- 
lication, other means of reaching the 
workers are available. A small textile 
mill in Georgia, for example, buys 
subse riptions to the local weekly news 
paper for all employes and uses a sec- 
tion of the newspaper for company 
news. 

Good local press and radio relation- 
ships require your company to (1) 
appoint a public relations man who is 
big enough for the job and (2) give 
him adequate authority to speak for 
the company on matters of interest 
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18.025* Radio. Electronic and 
Television Engineers understand 

the full impact and “ahead-of-date- 
ness” of the quiet, factual— 


“PROCEEDINGS of the LR.E.” 


They shared! In May 1912 when the Wireless Insti- facts. Thus editorial boards, papers committees, con- 


tute of New York City and the Society of Wireless 
Telegraph Engineers of Boston joined together to 
form the Institute of Radio Engineers, the founders 
and members demonstrated a principle strikingly 


tributors, and in a measure the readers themselves. 
willingly cooperated to make authoritative the PRO- 
CEEDINGS of the LR.E. 


Devotion-unstinting is required if a periodical is truly 
to be issued by engineers, for engineers! Money could 
not buy the time and labor which makes the PRO- 
CEEDINGS possible. Editor, Board of Editors, 


associated with engineers and scientists—they shared! 
Shared assets and responsibilities, claims to future 


greatness. Shared their researches and discoveries. 


For in 1913 members freely contributed the prod- 
uct of their brains and toil to each other as papers 
in the PROCEEDINGS of the INSTITUTE OF RADIO 
ENGINEERS. For three years they published their 
journal quarterly, then came ten volumes of six num- 
bers each, and since 1926 the PROCEEDINGS has 
been issued monthly—that all engineers might know 
what the gifted had discovered: that all could gain 


in this science of radio-and-electronies. 


Accuracy is an engineering tradition. From the start, 
these men who established radio technology as true 
engineers, strove to maintain the highest standards 
of aceuracy in their PROEEDINGS. Methods of 
painstaking analysis and impartial selection of papers 
by editorial boards were developed and _ perfected. 
Contributions were, and are, rewritten, clarified and 
perfected to meet a high standard that these engineers 
freely impose on themselves. Radio engineers agreed 
that accuracy was more important than speed—for 
countless time could be wasted by an incomplete 


formula, or an incomplete or incorrect statement of 


Papers Committees, one hundred and sixty-seven men 
contribute their services to procure, select, verify, and 
edit the articles which make the PROCEEDINGS the 
desk manual of radio engineers, the textbook, month 
by month of a growing electronics science. 306 differ- 
ent authors contributed their best to the 1949 volume 

1496 pages of text equivalent on a word count basis 
to 2992 pages of standard text book. The debt of our 
industry to authors and editors is beyond measure. 
Dr. Alfred N. Goldsmith, one of the IRE founders, 
has given over thirty-eight vears of service and ex- 
perience to the task—a pattern of devotion worth 


thoughtful appreciation. 


Progress? That is another word for PROCEEDINGS. 
Research that it publishes today is years ahead of 
the times, and builds, naturally, the progress of our 
industry. The engineer requires no bugle blast to an- 
nounce a paper of pure discovery. The wise* under- 
stand the full impact and “ahead-of-dateness” of the 


quiet, factual PROCEEDINGS OF THE LR.E. 


* Association subscriptions ABC Publishers Statement Dec. 31, 1949. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the IL.R.E.” The IRE Yearbook 
The Radio Engineering Show 
303 WEST 42nd STREET, NEW YORK 18, N. Y. 
Circle 6-6357 
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CERAMIC BULLETIN 
CARRIES TECHNICAL INFOR- 
MATION NECESSARY TO THE 
CERAMIST 


NET PAID CIRCULATION 
5297 


The Americon Ceramic Society hos 
been engaged for 50 years in publish- 
ing research literature affecting the 
silicate industries. Copies of C. B. are 
kept in bound form and are found in 
leading public and industrial libraries 
in the United Stotes and foreign 
countries. 


. «+ Read by the Men 
Who Create Ceramic 
Business 


SPEAKS FOR READER 
ACCEPTANCE DUE TO 
EDITORIAL CONTENT 


The Ceramic Bulletin goes to members 
of a professional society, all of whom 
are either small plant owners, officers 
of corporations. or technical personne! 
in the ceramic industry. It is these 
persons who determine editorial policy 
through @ committee appointed by 
them. All editorio! material in this 
publication is of. by, and for ceramists 
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published by 


The American Ceramic Society 
2525 N. High Dept. CB, Columbus 2, Obie 


to the public. This requires full coop- 
eration and close association with top 
management. These prerequisites may 
appear elementary, but many pro- 
grams have failed because they were 
not met. 

The first thing the publicity execu- 
tive should do in working with the 
local press is to make himself known 
to the newspaper editors. He will find 
the editors eager to carry news about 
the plant, and usually the editors will 
assign reporters to cover it regularly, 
if they haven't already done so. The 
next move is to have frank discussions 
with these reporters as to how the 
newspapers’ needs can best be met, 
for these men are the channels through 
which plant news will ordinarily reach 
the newspaper columns. 

There are several things that must 
not he done if good press relations 
are to result. First, never refuse to 
talk to reporters. A few such rebuffs 
will discourage even the most con- 
scientious news gatherer. 

Don't require stories to be sub- 
mitted for approval before publica. 
tion. Give the reporters full details 
and rely on them to present the facts 
fairly and accurately. Furthermore, 
most newspapers work on too close a 
time schedule to permit it. For the 
same reason, plant executives must 
not require their publicity men to pur- 
suc a complic ated procedure before 
releasing stories. 

Never go over the heads of report- 
ers. These are the men assigned to 
gather the news and write the stories, 
and there is no surer way te alienate 
them than by submitting stories direct- 
ly to the editors or publishers. 

Don't try to hide bad news. The 
news can't always be favorable and 
when it isn’t, be frank and honest 
about it. Reporters will give your plant 
a better break under these conditions 
than they will if vou try to hide the 
facts. 

These “don'ts” are based on the 
gripes most frequently heard from re- 
porters and editors handling industrial 
plont news 

Everything your company does is 
not community news, but much of it 
s. News includes community-improve- 
ment projects, athletic events by plant 
teams, cultural and recreational ac- 
tivities sponsored by the company. 
New products, plant additions, im 
provements and even new machinery, 
changes in personnel, speeches of plant 
officers and employes, technical pa- 


FOR WORK in the field of technical 
journalism, Alfred M. Staehle (left) 
vice-president of McGraw-Hill Publish- 
ing Co. and publisher of Factory Man- 
agement & Maintenance, Engineering 
& Mining Journal and Coal Age re- 
ceives a Tau Beta Pi key from Martin 
S. French, president of Colorado's Al- 
pha chapter of the national honorary 
engineering fraternity. 


pers presented before professional and 
scientific societies by plant personnel, 
open house programs (a big job, but 
usually worth it) and awards of 
medals, prizes, or other special recog- 
nition to officers or employes. 

Speeches by plant executives offer 
one of the best means of conveying 
to the public the down-to-earth eco- 
nomics of how business operates, 
which many executives regard as the 
number-one problem in public rela- 
tions today. Local papers are usually 
eager to report such speeches, whether 
delivered locally or elsewhere. Re- 
prints of such news reports can often 
be used advantageously for direct 
mail to employes, whether or not there 
is an employe publication, and to 
prominent residents of the community. 

Radio publicity can be handled in 
much the same manner as newspaper 
coverage. The plant publicity man 
should make himself known to the lo- 
cal radio station operators and discuss 
ways and means of meeting the sta- 
tions’ needs. 

In addition to plant news of in- 
terest to the community, the stations 
often need speakers on such topics as 
community charitable, cultural, rec- 
reational, or improvement projects. 
Plant executives often are booked for 
<uch programs, especially when the 
projects are being supported by the 
company. 

Many local radio stations regularly 
schedule interviews with both the ex- 
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ecutives and other employes of their 
communities’ industries. These pro- 
vide excellent opportunities to tell the 
people of the community about the 
company and its products. Interviews 
with plant employes prove to be a 
highly effective stimulus to the em- 
ployes’ pride in their work. 


is your problem 


your product 


hard te dramatize 


in an exhibit 


tal it loyed f 
pensive talent need be employed for 


a local entertainment programs. Some 
plants sponsor local-talent shows in 


Entertainment and public-service 
radio programs sponsored by the com- 


pany are excellent community rela- 


tions activities and of course are self- 
publicizing. In addition, such pro- 
grams often are covered by newspa- 
pers. The cost is not large; many ex- 
cellent programs are being presented 
over local stations at costs between 
$100 and $400 monthly. 


Radio programs offer almost un- 
limited possibilities in variety. No ex- 


which employes and members of their 


phone EASTGATE 7-0100 or write 


families participate. Among other 
G E N E . A L E » 4 H | B | T S types that have proved successful are: 
; AND DISPLAY S INC quiz contests for local children with 
appropriate prizes; dramatizations of 
2100 NORTH RACINE AVE. local historical events; commemora- 
CHICAGO 14, ILLINOIS tive programs honoring prominent 
local people of long-time plant em- 

DESIGNERS AND BUILDERS... NATION-WIDE INSTALLATION 6ERVICE 

: ployes: and programs dedicated to lo- 
( cal charitable, improvement. or serv- 


ice organizations. 


No plant publicity manager needs 
hesitate to initiate radio programs for 
lack of highly skilled staffs. The radio 
station managers will handle all tech- 
nical details and usually will cooperate 
in arranging programs. The station 
managers also can often suggest types 
of programs that will be particularly 
acceptable in their local communities. 


TELLS YOU HOW TO 
PREPARE ART AND COPY 
FOR OFFSET PRINTING 


Television broadcasting facilities 
are now available in the larger metro- 
politan areas and are gradually spread- 
ing to the smaller communities. This 
latest medium, where available, of- 
fers all that radio does plus all the 
additional advantages of vision. But 


How to scale pictures quickly for 
offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy 
layout and arrangement? This help- 
ful book gives you many hints that 
will save you time and money—it's 
a book we've built for you out of 
our many years of experience. 


R.C.S. Serving the 
Graphic Arts with an 
All-Round Production 
Service — Photostats, 

Photography, Offset 
Printing 


coverage as yet is more limited, and 
the cost is higher. 


Experiences of industrial 
plants have demonstrated what pub- 
licity can do in a well-rounded com- 
munity relations program. Publicity 
alone cannot do the job. But a solid 
foundation of company good will fol- 


RAPID COPY SERVICE, INC. 
123 N WACKER DRIVE CHICAGO 6 


lowed up consistently by acts of good 
will publicized in an effective manner 
have helped industrial plants to 
achieve recognition as highly re- 
sper ted members of their communities. 


Phone: STate 2-59 
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Here’s a book that shows how 
other firms GET MORE SALES 


Plenty of smart sales managers are bringing in more 
business even in today’s tough markets—-and this 26-page 
illustrated booklet shows you how they do it 

In a word, they're the ones who run their business on 
facts...not on guesswork. To that end, they make full use 
of the simplest and best equipment co keep those facts 
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concentrates action on the points where action pays off 
We think when you see it you'll agree that this new book- 
let shares generously the ripest, most profit-making expe- 
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In short, here's a book you will use. Send the coupon 

today, and be one of the first to get your copy. 
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Gentlemen: Kindly send me my FREE copy of your booklet KD524. 
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... and that tells how you 
cover the volume pro- 
ducing. volume buying 
plants in the one publi- 
cation that’s been the 
meat packers’ bible ever 


since 1891... 
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NATIONAL 
PROVISIONER 
and ANNUAL MEAT PACKERS GUIDE 
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Six Assumptions 


(Continued from page 35) 


tion existed because, over a period of 
some years, salesmen had been as- 
signed on the basis of actual sales, 
rather than sales potential. 

Once these facts were realized, man- 
agement was able to take effective 
action to strengthen competitive posi- 
tion in the low-volume districts. Thus, 
instead of wasting money on a size- 
able, extra advertising compaign in 
the weaker districts, management ap 
propriated a smaller sum to attack the 
primary problem—that of building up 
dealer representation through more 
intensive sales-force contact. 

Whenever the only yardstick a com- 
pany has for measuring sales perform- 
ance is past sales, it is reasonably cer- 
tain that important volume improve- 
ment opportunities exist unrecognized 
by top management. 

5. Straight commissions are always 
a sound method of compensating 
salesmen. 

This is a popular assumption that 
few sales executives ever stop to ques- 
tion. General acceptance of the com- 
mission method has its roots in a num- 
ber of factors. It is the traditional 
method of paying salesmen, it involves 
no elaborate accounting procedures, 
and finally, it tends to stabilize the 
ratio of direct selling expenses to sales. 

In some cases straight commissions 
are the best method of compensating 
salesmen. But experience has shown 
that too frequently many sales man- 
agement problems have their roots in 
this form of compensation. 

For example, commission plans 
often result in overpayment of some 
salesmen. In other cases, commis- 
sions motivate the salesmen to con- 
centrate their efforts on activities that 
may not be in the best long-range in- 
terests of the company, and to neglect 
other activities which are a basic part 
of their total assignment. 

One company, for example, tried 
unsuccessfully for years to get its sales- 
men to make arrangements for win- 
dow displays while the men were on 
a commission plan. When the com- 
pensation plan was revised, however, 
the salesmen did the job willingly be- 
cause the task has been made an ele- 
ment of their bonus incentive. 

Another company which had used 
an individual commission plan ob- 


tained much better results by a group 
compensation plan that stimulated the 
salesmen in each district to work as 
a team. 

Still another company which had 
long used a straight commission plan 
found that a straight-salary plan, com- 
bined with sales territory realignment 
and proper salary administration, 
achieved better results. This plan pro- 
duced three definite advantages: 

1. It focused salesmen’s attention 
on fundamental merchandising 
tasks 
It cut down sales force turnover 
(caused by extreme fluctuations 
in short-term earnings under the 
commission plan), and 
3. It provided management with 

better control over salesmen’s 


activities. 

Obviously, there are great oppor- 
tunities today for experimentation and 
research in this field of salesmen’s 
compensation. New methods are 
needed in many companies to over- 
come the present shortcomings of both 
the straight-commission and straight- 
salary methods. 

6. You can’t forecast sales in our 
business or effectively coordinate sales 
with production. 

Many companies are passing up 
important opportunities to cut mar- 
keting costs and stabilize production. 
The reason? They really believe noth- 
ing can be done to improve sales and 
production coordination through bet- 
ter sales forecasting and control pro- 
cedures. 

Actually, tools and techniques are 
available today which make it possi- 
ble for literally any company—regard- 
less of its size or field of operations— 
to plan and control its sales on a fact- 
founded basis. 

One company, long plagued by a 
recurring inventory problem, found 
it possible through improved sales 
planning and control to: 

1. Reduce average total inventories 
finished-goods inventories 
30%. 

. At the same time, eliminate back 
orders as a serious problem. 


to 


3. Cut personnel turnover and job 
transfers in the factory with re- 
sultant increases in worker pro- 
ductivity. 

Another company with a widely di- 
versified product line materially im- 
proved its ability to estimate the 
demand for its many items merely by 
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analyzing more closely the trend of 
orders received against a preseason, 
item-by-item sales forecast. 

Better coordination of sales and 
produc tion offers mayor opportunities 
for reducing many business costs. 
Since coordination 
volves the cooperation ol two major 
company departments, such action 
must be sponsored by top manage- 


necessarily in- 


ment. 

These six marketing management 
assumptions, and the examples cited, 
by no means exhaust the list of fac- 
tors contributing to high-cost distri- 
bution. They may help emphasize to 


the alert executive, however, the im- 
portance of continually challenging 
the concepts which may influence his 
marketing policy decisions. 

Current “too high” distribution 
costs will not be lowered until more 
executives recognize and challenge 
their own policies to determine wheth- 
er or not they are based on fallacious 
assumptions similar to those discussed 
here. The sooner fallacious assump- 
tions are recognized, the sooner action 
can be started to stop the profit-dollar 
leaks which inevitably result from 


their acceptance. 


Sales Methods—Du Pont 


(Continued from page 39) 
ment engineers to specify neoprene 
parts for new products or when im- 
proving the design of existing ones. 

This called for presenting informa- 
tion on three main potnts: 

1. The adaptability of neoprene to 
a wide range of service requirements, 
which allowed greater freedom in de- 
sign and manufacture. 
The versatility and reliability of 
neoprene, which make it the most 
logical choice for rubber parts. 

’. The contribution of neoprene in 


improving product performance. in- 
creasing its saleability, and gaining 
customer acceptance and satisfaction. 

Advertising and sales promotion 
were called on to tell stories of the 
successful use of neoprene in many 
different types of products, in mag- 
azines read by designers and prod- 
uct development men, 

“The Notebook” is 
mailed periodically to a list of over 
30,000 designers, engineers and 
manufacturers, to keep them up-to- 
date on neoprene properties, applica- 


Neoprene 


tions and uses. 

Displays and exhibits 
placed at the important meetings of 
using rubber prod 


were also 


manufacturers 
ucts 

Results? Inquiries traceable to 
this advertising totaled more than 
1.000, from those concerned with 
design of both industrial and house- 
hold equipment and appliances. Also, 
it was noted that a larger number of 
rubber goods and equipmént manu 
facturers began to feature. in their 
own advertising, the use of neoprene 
in their products. 

The survey findings, also included 


in the presentation, are boiled down 
to the following major facts: 


1. That nearly all of the company’s 
customers and prospects look to 
some printed source when attempt- 
ing to locate general information 
about industrial supplies and equip- 
ment. Trade and business publica- 


and 


tions were mentioned by 
manufacturers catalogs by 60 c, 
direct mail by 50%. as being import- 
ant sources of product information. 
> That about 73°< of the total re- 


spondents, numbering 1,420, men- 


manutacturer s men as im 


tioned 
portant sources of product informa- 
thon, 

3. That 95° of the total read the 
ads in business papers regularly or 
occasionally. 

4. That 52.5°% of the respondents 
classified themselves as having a di- 
rect influence on the purchase of ma- 
terials or ingredients, while 80.5% 
of the total exer ised direct or indi- 
rect influence on such purchases. On 
the purchase of operating supplies, 
16.7°% reported direct while 25.8% 
reported indirect influences. On the 
purchase of plant and production 
39.5°% reported direct 


equipment, 
were self-classified as in- 


while 32% 
direct influences. 

5. That 89% of the respondents 
found industrial advertising of value 
to them in their work. 

6. That 86° found advertising 
helpful in discussing a product with 
salesmen. 

The extent of buying influences 
varied in different industries. But in 
all of the eight industries surveyed 
the value of advertising as a sales 
tool was endorsed overwhelmingly. 


Objectives of the study, begun a 
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year ago in eight major industries, 
were to learn: 

1. The kind and degree of buying 
influences exerted by men exercising 
major functions in industrial com- 
panies. 

2. The channels through which ’ 
they obtain information about a 
manufacturer's service and products. 

3. The degree of acceptance by 

these men of industrial advertising 
| and its usefulness to them. 
The study was conducted in three 
| steps. First, 6,841 questionnaires 
| were sent out by the market research 
section of Du Pont’s trade analysis 
division to men in industry whose 
names were on the mailing lists of 
each of Du Pont’s 10 producing de- 
partments. 

Second, 9,782 similar question- 
naires were sent by publishers of the 
primary industrial magazines in the 
same eight industries to their sub- 
scribers. These magazines were Auto- 
motive Industries, Chemical Engi- 
neering, Coal Age, Engineering & 
Mining Journal, Food Industries, 
India Rubber World, Iron Age, Oil & 
Gas Journal and Textile World. 

Third, the company’s trade analy- 
sis division made 200 personal inter- 

nig views with men in Du Pont customer 
the companies. These sources of infor- 
you name spot mation provided a means of cross- 
checking and comparing the informa- 

“+ .or the type of shot tion obtained. 
Du Pont’s industrial advertising 
@ McGraw-Hill’s Field Photo Serv- committee, which inaugurated the 
survey under the chairmanship of 
Richard C. Sickler, is making con- 
industrial pictures for manufacturers structive use of the survey findings 
ind agencies straight product and the presentation. Printed reports 
of the tindings have also been dis- 
tributed to key personnel and are 
available to them for further study. 

The presentation was shown to Du 


AMERICA’S SHIPPERS 
AND CARRIERS ARE 


BIG BUYERS 
Them 


Here is a condensed list of just a few general 
product classifications reflecting the products, sup- 
plies, and services that the 40,000 weekly readers 
of Trafhe World buy in large quantities 


Transportation equipment and supplies of all 
types; freight handling equipment; shipping sup- 
plies; shipping room equipment; transportation 
freight services, etc. (all of these for both do- 
mestic and export shipping, of course) . 


Trathe World's new publishing policy of feature articles in all issues to 
supplement the week's news coverage provides additional editorial background 
material for advertisers to tie in with 


Let us send you latest market data and complete publication details. 


ott a NEW YORK WASHINGTON, D. C. 
. Market St. 122 E. 42nd Se. 815 Washington 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


ice can get it for you. We specialize in 


photos, u stallation, actual usage and 


ction shots 


This fast convenient service covers 


the US. A. and Canada ~ and many Pont industrial departments, as well 
places throughout the world as sales groups. In addition, the pres- 
entation is currently being shown to 
for information that may well eliminate your several chapters of the National In- 
this Randy equpen - dustrial Advertisers Association and 
McGRAW-HILL FIELD PHOTO SERVICE, 330 WEST 42nd STREET, NEW YORK 18. NY sales , . 
Please send me by muail and wit! t< thon your booklet — 


containing information on your Freld Photo Service 
‘Steel’ Promotes Campbell 
NAME - Walter J. Campbell, news editor, has 
been appointed managing editor of 
ieiiiedaiie Steel, published by Penton Publishing 
Co., Cleveland. 


POSITION 


Harry W. Smith, Inc., Names Porter 
Carlton C. Porter, account executive, 
we use —— _ has been named executive vice-presi- 
ror dent of Harry W. Smith, Inc., techni- 
(type of sales activity) cal publicity, New York. : 
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"HOSPITAL MANAGEMENT EXTENSIVELY 
USED BY ALL DEPARTMENTS” 


Says CHARLES V. WYNNE, 
Superintendent WATERBURY HOSPITAL 
Waterbury, Connecticut 


Waterbury Hospital: 
A $4,500,000 establishment 
with 314 beds and 68 bassinets. 


Deep Penetration Means 
Full Buyer Group Coverage 


Editorially departmentalized to 

coincide with the departmentalization 

of hospitals themselves, HOSPITAL 
MANAGEMENT reaches department 
heads as well as administrators—gives you 
full penetration of the buying group 
where hundreds of specialized 

purchases in this highly specialized 

field are initiated by expert 

department heads. 


Regular routing of HOSPITAL 
MANAGEMENT to their depart- 
ment heads by 88.56% of hospital 
administrators—plus the largest 

net paid ABC hospital circulation 
—further help assure an active 
executive audience for your 

selling message. 


HOSPITAL MANAGEMENT 

is must reading with all those 

whom you must reach to do 

an adequate selling job in this 

highly specialized field. 
Largest net paid ABC hospital circulation. Send for new 
surveys covering architects and food and equipment 


St., Chicago 11, 
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lf it’s used 
on boats... 


... it’s sold 


/ Jy in YACHTING 


YACHTING PUBLISHING 
CORPORATION 
205 E. 42nd Street 


New York 17. N.Y. 
Tel. MUrray Hill 9-0715 


Employe, Public Relations 
(Continued from page 68) 


| Foundation where many problems 
| common to the industry were dis- 
| cussed, reviewed the conference for the 


supervisory audience. When union 
negotiation meetings are being held, 


| supervisors are given a daily report 
) 
of what has taken place. 


By most standards, American 
Maize’s plant in Roby, with fewer than 
1,000 employes, wouldn't be rated 
a large plant. But the need for quick, 
accurate communications to supervi- 
sors is just as urgent in the smaller 


plant as in the large. Amaizo officials 
feel that an informed supervisor is a 
better supervisor; he is more aware 
of his responsibilities as a member of 
the management organization. He is 
more apt to carry through policies 
well because he knows what they are, 
and he knows their background. 

Here, then, are two effective and in- 
expensive devices of communication at 
the supervisory level. Companies 
whose supervisors are still getting 
their information by hearsay might 
well consider ways and means by 
which to streamline their communica- 
tions. 


Building Industry 


(Continued from page 37) 


California outstripped the rest of the 
country in total urban permit valua- 
tions in 1949. California has ranked 
first since 1942, the earliest year for 
which the Bureau of Labor statistics 
has state figures. Second and third 
places in 1949 went to New York 
and Texas, respectively. Top-ranking 
cities were New York, Los Angeles, 
Detroit, Chicago and Washington. 

The 1949 boom in construction was 
made possible by high output of ma- 
terials and equipment, stable prices, 
and an unusual degree of labor tran- 
quility 

The Department of Commerce es- 
timated that consumption of con- 
struction materials reached new 
zeniths. The lumber industry, for ex- 
ample, provided 21,414 million bd. 
ft.. while construction also utilized 
1.549 million sq. ft. of softwood ply- 
wood, Into the construction cauldron 
went 639,000 tons of wire nails and 
9.256.000 tons of steel: 
1.538.000 tons of reinforcing bars 
and 5.265,000,000 brick. 

nglazed structural clay tile manu- 
facturers contributed 1,274,000 tons 
of this material, while clay sewer pipe 
producers made available 1,437,000 


st aples 


| tons of this vital product. The indus- 


try also took 67.532.000 squares of 


asphalt roofing materials; 198,000,- 


| OO barrels of Portland cement: 4,- 


165,000,000 sq. ft. of gypsum board 
and lath, and large quantities of other 
essential materials 


Though the Department of Com- 


| merce estimated that supplies would 


not be se generously available in 
1950, there was no diminution of 
construction activity in the first 


quarter. On the contrary, new records 


were established in many cases. Pub- 
lic and commercial buildings, high- 
ways, and waterworks were leading 
the parade in the early part of 1950, 
with big gains over 1949. 

Building supply and lumber deal- 
ers had estimated 1949 sales of $6 
billion. 

Equipment volume was not quite 
as satisfactory, the Associated Equip- 
ment Distributors reporting a decline 
of about 12%, due primarily to un- 
realized expectations of contractors 
that prices would be cut sharply. 

The Department of Commerce es- 
timated 1949 sales of excavating and 
earthmoving equipment at $468,000,- 
000, divided as follows (in millions 
of dollars): power cranes and 
shovels, $93.5; road construction and 
maintenance equipment, $103.5; doz- 
ers, $23.5; other tractor mounted 
equipment, $15.0; tractors, tracklay- 
ing, $211.0: tractors, wheel type. 
heavy duty, $14.5; drills, portable. 
well and blast hole, $7.0. 


Dotted Liners Elect Officers 

The Chicago Dotted Line Club, com- 
posed of advertising representatives of 
ABP publications, elected the following 
officers at its May | meeting: George 
C. Cutler, Keeney Publishing Co., presi- 
dent; Carl A. Zaner, American Build- 
er, first vice-president; H. G. Fitzpat- 
rick, Gulf Publishing Co., second vice- 
president; Carl J. Coash, McGraw-Hill 
Publishing Co., secretary-treasurer; 
members executive committee, Raymond 
T. Risley, Bakers’ Helper; E. S. Klap- 
penbach, Oil & Gas Journal; C. Robert 
McLain, Haire Publishing Co.: Russ 
O'Bright, Baker's Weekly; Leonard J. 
Pohlman, American Lumberman; John 
Smyth, Geyer Publications; John 
Rodger, McGraw-Hill Publishing Co., 
and C. E. Price. Keeney Publishing 
Co., the retiring president. 
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Interested in a concentrated audience of industrial 


management?... MONTHLY MAGAZINE 


FOR EXECUTIVES IN IND 


If you want to influence leading manufacturers, talk 
to them directly in the only magazine that concen- 
trates all of its editorial effort and service on bring- 
ing practical information to management in industry. 
Modern Industry consistently reaches executives in 
32,000 manufacturing plants doing approximate- 

Mest Modern Industry Regularly 
ly 80% of the nation's industrial business. This 

Serves Executives with 


blanket coverage is the natural result of top sil , 


editorial performance in wrapping up into a i 
on these Important Subjects 
single package essential information for the 


busy executive. The fact that it is the fastest PRODUCTION 

growing executive publication is evidence of PRODUCT DEVELOPMENT 
its acceptance by top management . . . the MARKETING 

group that makes or influences buying de- EMPLOYEE RELATIONS 


isions. And it i rea lert i trial 

audience without expensive mass circula- 

tion use Modern Industry for their main GOVERNMENT REGULATIONS 

industrial advertising effort. You can 


profit from their experience. 


; 

‘ 
if 
if 
ia j 

nform a 
| 

all 
We. 

& 

— 

Industry 

Be 

INDUSTRIAL MARKETING, June, 1950 123 


This new 20-page McGraw- 
Hill booklet will help you 
get the answers to: 


Can I hit my markets with 
business magazines? 

Do they go to the people I 
have to sell? 

Are business magazines 
really read? 

Will advertising in business 
magazines pay off for me? 


your 
McGRAW-HILL 
MAN 


for your copy of “Mechanizing Your 
Soles with Business Paper 


McGRAW-HILL 
PUBLICATIONS 


| 


How to Advertise 
(Continued from page 60) 


mune to the shifting fortunes of busi- 
ness and to the shifting whim of man- 
agement for as long as the factors 
which originally determined it con- 
tinue to exist. 

an objective has been 
factors which created 


But once 
reached—or the 
it have changed 
lem should be tackled anew. 


the advertising prob- 


Let's consider an imaginary case. 

New product comes on the market. 
Problem is (Situation I[Al, Chapter 
111) “Prospect doesn’t know that there 
is such a product.” Objective No. 1: 
“Introduce it.” 

After a period of time, it is in- 
dicated that the market has become 
familiar with the product's existence, 
but is not yet well enough sold on its 
merits to do much buying. Problem 
may be any of those in Chapter III, 
and the objective any of those in 
Chapter IV, (Feb., but let's sup- 
pose the problem is found to be 
(Situation IB1) “Prospect doesn’t 
realize he could well use such a prod- 
duct” and the objectives “Show the 
product's versatility.” 

Later on, it becomes necessary, for 
competitive reasons, to establish cer- 
tain product superiorities over other 


| methods or brands, in which case stra- 


| product with its competition’ 


“Compare your 
and the 


tegy might switch to 


_ ABP Award Winners 


| (Continued from page 50) 


tion, Chicago, by Roche, Williams & 


| Cleary 


| ¢ 
| land, Ore.. by Mae 
| Weber 


| Providence, R. L., 


For advertising construction and en- 
gineering materials: FE. L. Bruce Co.. 
Memphis, no agency; Elastic Stop Nut 
Union, N. J.. by G. M. Basford 
D. Johnson Lumber Corp., Port- 


W ilkins, Cole & 


Corp 


For institutional advertising and ad- 
vertising of services and groups: Con- 
tainer Corp. of America, Chicago, by 
N. W. Ayer & Son; Franklin Process, 
by George r. Metcalf 
Co.; and the Koppers Co., Pittsburgh, 
by BBDO. 


The winners were selected by a 


| panel of 18 judges, all executives in 


the fields of purchasing, production 
and advertising. Oakleigh R. French, 
president of Oakleigh R. French & 
Associates, St. Louis agency, served 


as chairman of the group. 


strategic means any of those under 


Situation IC1. 

Finally, it might be learned that 
purchases are being retarded by lack 
of evidence of satisfactory perform- 
ance, and again the objective would 
have to change. 

Meanwhile, of course, whatever had 
been settled for the long-range strate- 
gy would not have been disturbed by 
the changes in short-term strategy. 

The above sequence and selection of 
problems and objectives are arbi- 
trary; actually, the objective might be 
to get inquiries, to build up engineer- 
ing reputation, to promote service fa- 
cilities, ete., ete. Or, indeed, the stra- 
tegy might be to approach one market 
at a time, or open new markets, or 
merely to consolidate gains. Whatever 
the case, one step should be taken at a 
time, and the advertising should be 
allowed to pursue one objective until 
successfully overtaken. 

To know when an objective has 
been reached and a new target needs 
to be set up—or the objective is no 
longer correct and needs to be shifted 

you must keep on making situation 
surveys, periodically reviewing the 
market picture just as if you were ap- 
proaching it for the first time. In other 
words, you have to go back to Chap- 
ter Il (“How to Get Facts”) often 
enough to be sure you're always 
abreast of developments and your 
strategy is always appropriate for the 
current conditions. 


| To Be Contrnvep} 


Among the speakers at the award 
presentation luncheon were James R. 
Kearney, president, James R. Kear- 
ney Corp., a former president of the 
National Industrial Advertisers As- 
sociation; Mr. French, and C. B. Lar- 
rabee, president and publisher of 
Printers’ Ink. 

James G. Lyne, president, Simmons- 
Boardman Publishing Co., and chair- 
man of the board, ABP, presented the 
awards, 


Two More Agencies List Amount 

of Business Paper Space Placed 
The following figures may be added 

to the tabulation in the April issue of 

INousTRIAL Marketing, listing the num- 

ber of pages placed in business papers 

by advertising agencies: 


1949 1948 


Hoffman & York 1452 1.603 


Construction 
Advertising Service 209 


new 
agency 
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just pick up a phone and order « few 
shipping “boxes” if | 


= 


Readers’ Service Dept., INDUSTRIAL MARKETING 5005 
Please send me the following research and media data: 
601 602 603 604 605 606 607 608 


609 610 611 612 613 614 615 616 
(Please print or type intormetion below) 
Note Inquiries for items listed not serviced beyoad Sept. 15, 1950 


BUSINESS REPLY CARD 


First Class Permit Mo, Sec. 510, & 
Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois Street 

Chicage 11, 


| SEND FOR THESE HELPFUL SELLING TOOLS a 
ed 
} 601—How To Write New Product 605—is Your Product 607—20 Ways To Make Your t, 
Publicity Releases Properly Packaged? Industrial Advertising Better 
Ps This is “must” reading for anyone who De you knock yourself out producing Over « period of eight years, thousands os 
F writes new product publicity. Bill Irish, | « good product, properly promoting and of industrial advertising campaigns have rie 
é editor of industrial Equipment News, has advertising it—and then pay litle or no Been. entered im the Associated Business 
J : . prepared a work sheet that lists 54 “Do's” attention to how it is packaged? You can't ations’ Annual Awards Contest. il 
ei and “Don'ts” to follow in the prepara- study has revealed 20 points of excellence 
tion of your releases. Material in this 
four page folder is based on six questions > up Wwe your competition. single winning ad ever all of these = 
fundamental to any product, (1) what is are a few of the points you should con- oe, ES 60 See ee Oe i 
it? (2) how does it work? (3) how much sider—(1) can your box be stored com- at least three or four py = 3 
will it do? (4) what is it made of? (5) —pactly? (2) is it easily set up? (3) is it Point” now serve as a standard for Ls 
what does it measure? (6) what does it too heavy? (4) would a better package judging all ABP competitions. Pe 
| cost? Here is “how to do it” information reduce shipping losses? Hinde & Dauch CIRCLE 607 ON READERS’ SERVICE CARD Ty 
CIRCLE 601 ON READERS’ SERVICE CARD many other questions. It’s almost a manual 608—Guide To Business And es 
or textbook on packaging—something industrial Fields Served ‘i 
| 602—11 Ways To Evaluate CIRCLE 605 ON READERS’ SERVICE CARD {This on which com 
tains currently revised information 
How can you evaluate a research study policy, scope, staff, circuletion and ad- Pe 
to determine whether it is sound, adequate, 606—Chart Of New Construction each of the more than 40 
unbiased, property timed and _ Activity In U. S., 1947-1949 tien to in engeute See 
basic points to check when appraining Dun & Bradstreet, Inc., have prepared who want their data short and sweet. 4 
market studies, media studies, etc. e an easy-to-understand chart (17x22”) CIRCLE 608 ON READERS’ SERVICE CARD ; 
which gives a detailed breakdown of pri- 
vertisers, vate and public construction by regions : : 
CIRCLE 602 ON READERS’ SERVICE CARD far the last three years. The reverse side  $09-—21 Point Check List To i 
of chin chant chews building extivhy Determine Whether An External 
nited States, 1915-1949. This is good : 
oe Company Publication Is Needed 
Have you wondered whether your com- 
| 603—How Miniature Plastic CIRCLE 606 ON READERS’ SERVICE CARD — pany should publish an external house e 
Reproductions Of Industrial | 
Fy A plastic reproduction of your indus P 
trial equipment, in miniature, goes a long 
way toward conditioning your Prospect 
+ for a sale. Most prospective buyers like eS 
Pf to get their hands on models (we know | 3 
what you're thinking—we mean plastic 
models, not blondes). Models can be ! - 
purely explanatory and decorative . . 
or they can serve a secondary function 
es ash trays, benks, etc. A few of the | 
merchandise include industrial trucks, | 
machine tools, farm implements, con- 
a. naces, etc. A four page folder offered by i | oe 
CIRCLE 603 ON READERS’ SERVICE CARD 
* Talks More Interesting 
If you have frequent occasions to ! 
speak before audiences, or small, ! 
here’s an overhead dayli projector 
worth investigating. It is a combination |! — 
slide projector and black-board, for it | 
projects transparencies or slides, and at 
k x the same time permits you to make inter- I in 
: a pretive notes as you speak. These notes 1 te 
appear (as you make them) with the 
4% slide on the projection screen. The “Vu- = | an 
Graph” permits the speaker to face his 
audience at all times. It is mot necessary = | 
to darken the room. Charles Beseler Co, =| 
ag Newark, N. J., offers a folder which gives 
CIRCLE 604 ON READERS’ SERVICE CARD 
= 
a 


SEND FOR THESE MARKETING AIDS 


organ? Here's a mimeographed check ‘ist 
which will 


ton, Wis. 


an eight page 
details relative to their service. 


language reader. Pub- 


CIRCLE 610 ON READERS’ SERVICE CARD 


Service Can Help You 
Are your releases properly 
written? Do ind 


ress clipping service. Bur- 
estan Service, New York, 
booklet which gives 


CIRCLE 611 ON READERS’ SERVICE CARD 


612—Census Of Manufacturing 
Plants, 1949 


Here are 32 pages jam-packed full of 
valuable market information. This study 


of 
their importance and a yardstick by which 
market potentials can be determined. It 
identifies all plants with over 20 employes 
by name, location, and size. 
CIRCLE 612 ON READERS’ SERVICE CARD 


613—How To Use Self-Sticking 
Labels For Advertising 


Chicago Show Printing Co. offers a 16- 
"39 Ways To 
much 


of the booklet is devoted to “consumer” 
product applications, a number of “in- 
dustrial” uses are also suggested. For ex- 
ample, trade names, trade marks, num- 
bers, insignia, specifications, guarantees, 
instructions, wiring circuits, etc. 


CIRCLE 613 ON READERS’ SERVICE CARD 


614—Fast, Thrifty Way To 
Publish Catalog Pages, Price 


International Harvester for over ten 
years. Remington Rand has only recently 
tooled up to supply standardized Flexo- 
print equipment on a large scale. 24 pages. 


CIRCLE 614 ON READERS’ SERVICE CARD 


615—How Machine Toe! Sales 
Are Distributed By States 


Here’s a study based on reports from 
138 machine tool manufacturers which 


BUSINESS REPLY CARD — USE THESE RETURN 

Readers’ Service Sept. «MENTIONED ON THIS PAGE 

INDUSTRIAL MARKETING == 

200 East Illinois Street — These handy retum cards will 4 
Chicago 11, Ill. — save you time and help you get 
facts to aid in your market plan- 


ning. Use them today! Indus- 


i INDUSTRIAL 
Readers’ Service Dept AL MARKETING 5006 trial Marketing's fact - packed 


Please send me the following research and media data: 


601 602 603 604 605 606 607 608 advertising pages contain clues | 
609 610 611 612 613 614 615 616 to more efficient marketing of 7 
(Pleese print or type latermetion below! your Ch tt 


Note laquiries for items listed not serviced beyond Sept. 15, 1950 


pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
Ivertisi 


question. Offered by Armstrong Adver- lows all copy to set by regular office é , 
CIRCLE 60” OM READER operation, ready for pub 
CIRCLE 609 ON READERS’ SERVICE CARD daily, routine operation, ready for pub- 
locates the nation’s larger plants and rates lication at any time. This system is worth 
610—Learn To Dictate them by both industry and size. By investigating— it’s been used by Ford and 3 
showing the number of people at work in 
| With A Big “You 
Do you dictate quite a few letters? 
\ Here's a booklet which will help you im- = 
your letters. It tells how to (1) | 
letters around the word “you,” 
(2) visualize your reader, (3) make your 
letters more powerful, (4) put yourself bes 
im your reader's shoes, and (5) make your po 
tributed geographically in United States. : 
611—How A Press Clipping A special map gives a breakdown by state P 
and by territory. Also included is a chart (e 
showing the relative rank of the 14 most ‘ 
Four pages—offered by Machinery. fi 
publications? If they are geting ino ON READERS’ SERVICE CARD 
print, the answers to these questions are ft 
probably yee—if not, the answers are 6—Rent Self-Contained ye 
probably no. One sure way to find out 61 A "i 
whether your releases are being published, Package Display For * 
‘ is to use of Lists, Directories Trade Shows, Expositions 4 
If you think you are spending too much Are you exhibiting in a trade show ‘ 
for price lists, etc., you'll be interested soon? Wouldn't it be easy if all you had a 
in system called “Flexoprint.” It elim- do 
open « 
hold th 
' play? 
availabl 
plys offer an eight-page brochure which ae 
illustrates and describes various sizes of 
Prodects 


Trends 
(Continued from page 18) 


quarter approximated 117,000 units, 
about 15% less than for the comparable 
1949 quarter. Output last year, how- 
ever, exceeded that of 1948 and the 
trade now has fairly adequate retail in- 
ventories for meeting farmers’ needs. 

The new crop season has opened with 
generally favorable farming weather, 
except for too much moisture in the up- 
per Mississippi valley and a lack of 
rain in the southwestern plains. Con- 
siderable winter wheat acreage in the 
latter area will be diverted to sorghum 
crops for which much new equipment 
will be required. 

Shifts in acreage from the so-called 
basic to other crops, as requested by U. 
S. Department of Agriculture, will be a 
sustaining trade influence through sum- 
mer, as the substitution of sovbeans for 
corn throughout the corn belt, and of 
beth corn and soybeans for cotton in 
the south will require much equipment 
not previously used. The demand for 
fertilizer distributors, manure spread- 
ers, etc., for putting more plant food in 
the soil and enabling the farmers to raise 
per acre output on the reduced acre- 
ages, is another strong factor for 1950. 

An additional spur to 1950 sales has 
been the threat of damage from corn 
borers, grasshoppers, boll weevils, etc., 
the populations of which increased great- 
ly during 1949 and the larvae of which 
survived a mild winter. This has precipi- 
tated a record demand for field spray- 
ers and dusters as well as for a wide 
range of chemicals. 

Economically, the farmers’ fortunes 
have been improving during recent 
weeks. Prices for many farm products 
have advanced, the earlier decline did 
not go as far as had been expected and 
prices received by farmers have at- 
tained a more favorable relation to prices 
paid——H. E. Everett, editor, /mple- 
ment & Tractor, Kansas City, Mo. 


Electric Auto-Lite Names Rork 


C. F. Rork, sales promotion man- 
ager, Electric Auto-Lite Co., New York, 
has been appointed export sales man- 
ager. Mr. Rork, who is a vice-president 
of the Export Advertising Association, 
joined Auto-Lite in 1946 as advertising 
manager in the export division, and 
had been sales promotion manager 
since 1947. 


Sales Managers Elect De Mott 


Richard H. DeMott, vice-president in 
charge of sales for SKF Industries, 
Philadelphia, has been elected presi- 
dent of the Sales Managers’ Associa. 
tion of Philadelphia. 
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The current 
S. D. WARREN COMPANY 
message in 
THE SATURDAY EVENING POST 
discusses an important fact 
about your business. 
Read it in the issue of 
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Improved Audit Methods 
Developed for CCA; Davis 


Wire Socewon Seances, W. Va. 
An indication of important changes in 
methods of auditing CCA publications 
was given National Business Publica- 
tions, Inc., at its first spring conference 
here May 18 and 19 by Adin L. Davis, 
managing director of the Controlled 
Circulation Audit 

Mr. Davis, who took over the office 
only a few months ago, reviewed the 
work of a special committee on auditing 
procedures, headed by George Riddle, 
manager of advertising media for Gen 
eral Electric Co., and said 


“These men laid the groundwork for 
a vastly improved auditing procedure 
that will profoundly affect the future 
of CCA Undoubtedly there will be 
reactions of varying nature to certain 
phases of these recommendations. But it 
is my sincere conviction that from an 
over-all standpoint these recommenda 
tions will be looked upon by CCA mem 
bers as not only acceptable, but as a 
most valuable and far reaching con 
tribution to the welfare and progress of 
CCA,” 

Other members of Mr. Riddle’s com 
mittee are Richard S. Hayes, Okonite 
Co.; H. G. Erek, VanSant, Dugdale & 
(Co.; leving B. Hexter, Industrial Pub 
lishing Co.; Rufus Choate, Seott-Choat: 
Publishing Co.; Frank O. Rice, 


SEVENTH-iINNING STRETCH at 


the National Business Publications, Inc., 


spring conference is enjoyed by (from left) Robert E. Harper, managing direc- 

tor, National Business Publications; N. McK. Kneisly, The Irving-Cloud Publish- 

ing Co.; Raymond Coombes, Mechanization; Granville M. Fillmore, Gardner Pub- 
lications, Inc. 


Equipment Digest, and Kingsley Rice, 
Technical Publishing Co. 

An indication of the way controlled 
circulation publishers are thinking on 
the subject of improved methods was 
supplied at a panel session of which 
Arthur Dix, Conover-Mast Publications, 
was chairman. Many of the publication 


IMPROVING METHODS? Possible innovations in CCA auditing are discussed 
by (from left) Robert Hartford, Machine Design; Tom Rogers, Design News: Car- 


roll Buzby, Chilton Co., and Marshall Haywood Jr.. Haywood Publishing Co. 


representatives on the panel described 
methods not only of verifying lists used 
for the distribution of their publications, 
but also of verifying readership as a 
requisite for keeping names on lists. 

Among those who participated in the 
panel were H. K. Ambrose, Topics Pub- 
lishing Co.; Carroll Buzby, Automotive 
Division, Chilton Co.; Marshall Hay- 
wood, Jr.. Haywood Publishing Co.; 
Robert L. Hartford, Machine Design, 
and Robert Smith, Medical Economics. 

Lansing Chapman, president of NBP 
and publisher of Medical Economics, 
urged the association to set up a pro- 
motion program which would have as its 
purpose increasing acceptance of busi- 
ness paper advertising in general and 
advertising in CCA publications in par- 
ticular. He reported that the association 
membership consists of 57 companies 
with 89 journals having a combined 
circulation of 2,460,000 

William A. Marsteller, vice-president 
of the Rockwell Mig. Co. and past 
president of the National Industrial Ad- 
vertisers Association, told the publish- 
ers that editorial anemia is the enemy 
of readership and must be combatted by 
improved format, courage to discuss con- 
troversial subjects, and timeliness in 
reporting. He said that advertising 
readership has been shown to parallel 
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On your products, distributor's trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 
for PF decals to sell your products. See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade — special 

PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Poim. Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. im 


NEW YORK E. LIVERPOOL, OHIO CHICAGO. 


A 
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Says 


R. B. PUTMAN 
Genera! Sales Manager 


AMERICAN LUMBER & 
TREATING COMPANY 


“We have been reading INDUSTRIAL MARKET- 
ING around here for better than a decade, and 
when I say ‘we’ I mean sales management as well 
as advertising management. INDUSTRIAL MAR- 
KETING has always hit a good balance between 
the theory and practice of industrial advertising 
and the statistical, generality-ridden problems of 
the advertising 


sales managers. Confidentially, 


Says 


W. B. DIXEY 
Merchandising Manager 
TRUMBULL ELECTRIC 
MANUFACTURING 
COMPANY 


“Keeps Us Up With Trends” 

“When we make up our advertising schedule, we 
consider INDUSTRIAL MARKETING a basic 
book in the industrial advertising field. We feel 
that by thoroughly reading INDUSTRIAL MAR- 
KETING, we can keep up with the newest trends 
in this ever-expanding industry. We in the elec- 
trical field are constantly searching for new angles 


Preferred Reading With Men Who 
make Industrial Advertising 


manager who wants to push the sales manager into 
a vice-presidency and take over his job will do well 
to study INDUSTRIAL MARKETING ahead of 
any publication I know.” 


R. B. PUTMAN 


Mr. Putman started with American Lumber & Treating 
Company as assistant to the sales manager in 1936, became 
advertising manager in 1938, added sales promotion in 1946, 
and became general sales manager in 1948. “I've been 
interested in advertising and journalism since I graduated in 
those subjects from Northwestern in 1933,” he says. In 
1948-49 he was president of the Chicago Industrial Adver- 
tisers Association. He is a director of the National Industrial 
Advertisers Association for 1948-50 


variations—and better merchandising methods. 
I know that we get many good ideas and sugges- 
tions from INDUSTRIAL MARKETING.” 


W. B. DIXEY 


Mr. Dixey is merchandising manager of the Trumbull Electric 
Manufacturing Company, a General Electric Company affili- 
ate in Plainville, Conn. Upon completing his studies at St. 
Lawrence University, he started in the advertising de part- 
ment at Sears, Roebuck & Company. His next job was with 
the New York Daily News in advertising. Leaving the Daily 
News in 1940, he went to General Electric Company, in 
Schenectady, N.Y., to work in GE's advertising and sales 
promotion divisions of the apparatus de partment. In 1946 
he was appointed assistant merchandising manager of Locke, 
Inc., which is also a General Electric Company affiliate in 
Baltimore. He was appointed to his present position as mer- 
chandising manager for the Trumbull firm in July, 1948. 
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R. F. OAKES 
Advertising Manager 
CLARK EQUIPMENT 
COMPANY 


“Tops My ‘Must-Reading’ List” 

“I assure you that INDUSTRIAL MARKETING 
is number one on my ‘must-reading’ list. From it I 
gain benefits of experience that has cost successful 
men of the profession years of study, labor and 
heartaches; advice that wiser men share so liber- 
ally; explanation of trends. It solves some of my 
problems and indicates solutions to others. IN- 
DUSTRIAL MARKETING helps stimulate my 
thought processes and, to my way of thinking, pays 


a major portion of my Progress Insurance premium. 


Says 
J. A. GILRUTH 
Sales Promotion Manager 


GOULD STORAGE 
BATTERY CORP. a 


“Necessary, Basic to Merchandisers” 


“The ‘How’ stories and the ‘X Ways to...’ articles 
that make up so much of the contents of INDUS- 
TRIAL MARKETING are necessary and basic to 
any merchandiser who is sincerely interested in 


BASIC BUSINESS 
PAPER FOR 


I'm what might be termed an ‘avid reader’ of 
INDUSTRIAL MARKETING and I wouldn't 
trade a single back issue.” 


RUSSELL F. OAKES 


“Russ” Oakes started on the old Minneapolis Tribune right 
after the first “big” war. He served 5% years on the Cleveland 
Plain Dealer (meantime completing his college studies); 
next served 13% years on the Baltimore Sun papers; wrote 
articles and books; went into public relations work with 
Maryland-New York-Florida sports interests. Came World 
War Il and he was back in uniform as a captain on the staff 
of the Chief of Transportation. He rose to Chief of the 
Transportation Corps’ Office of Public Relations and, at the 
end of the war “escaped,” he says, “with silver wings on my 
shoulders, a Legion of Merit and a Commendation Ribbon 
with three palms on my chest-all won in the bloody battle 
of the Pentagon.” Not vet out of uniform, he joined the 
Clark Equipment Company's Industrial Truck Division to 
organize and manage the advertising department. “I'm still 
there,” he adds 


making his dollars come home twins. I personally 
clip and file from nearly every issue articles that 
help increase results and save money for the firm.” 


J. A. GILRUTH 


Mr. Gilruth’s business career began in 1936 when he became 
assistant advertising manager for the Atlas Powder Com 
pany, in W ilmington, Del., on his return to the United States 
from six vears of study at Athens College, in Athens, Greece. 
In 1946 he joined the Buttery Division of Philco Corporation 
as sales promotion manager “The merger of the Phileo 
Corporation, Storage Battery Division, and the Gould Stor- 
age Battery Corporation in June, 1947,” he says, “found me 
in that position for both companics—and the position which 
I now hold.” Mr. Gilruth is also a graduate of Ripon College 
and did post-graduate work at the University of Chicago 
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rom Maine to Texas 


Tend on the Great Lakes 


ATLANTIC 
FISHERMAN 


Provides Controlled 
Audited Coverage 


1. The owners of all docu- 
mented fishing vessels. 


2. The owners of all smaller 
boats with worth-while buy- 
ing power. 

3. The canners, packers and 
shippers who control or in- 
fluence buying for fishing 
boats. 


4. The key marine equip- 
ment and supply dealers and 
boat yards who service the 
fishing fleet. 


Atlantic Fisherman is the 
one paper that does a 
concentrated and thor- 
ough job of covering the 
Eastern and Southern 
fishing boat field. 


New York Representative 
KENNEDY ASSOCIATES 
60 Bost Street New York 17 
MUrray Hill 


Coast Reoresentetive 
NOURSE ASSOCIATES 


412 W. Sinth Se 560 Market St 
Les Angeles Sen Francisco 7 


readership of text pages. 

He objec ted strongly to special Issues 
as diluting the value of preceeding and 
succeeding numbers, and reducing ad- 
vertising readership because of large 
volume. He also criticized publications 
which are unable to supply advertisers 
with a clear picture of their markets. 
Some pointed questions he asked pub- 
lishers included the following: 

Why don’t you run a dozen pages of 
news pictures from your industry every 
issue 

“Do you really give your salesmen 
something to sell besides distribution? 

“Why shouldn't your cireulation be 
two times, four times, ten times as great 
as it is now?’ 

“What makes you so sure advertisers 
wont pay higher rates if accompanied 
by increased active circulation? 

“I believe that if you are progressive 
in your policies,” Mr. Marsteller con- 
cluded, “the golden era of business pa- 
per publishing is ahead. Never has busi- 
ness had a greater need for a strong 
trade press. Never has there been such 
a life-and-death need for guidance on 
lower production costs, improved 
methods, new materials, and closer knit 
personnel internally, and externally a 
unified stand for the principles under 
which American business can exist. 

“In this climate it should be natural 
for the business and professional man 
to turn to the press of his own field. 
Give him reason to de so. Guide him, 
teach him, work with him, correct him, 
but most of all stimulate him.” 

W. C. Truppner, chief of the business 
division, Bureau of the Census, pro- 
vided a preview of the Census of Busi- 
ness for 1948, details of which were re- 
leased May 27. The report shows an in- 
crease in retail sales from $42,042,000,. 
000 in 1939 to $130,527,000,000 in 1948, 
an increase of approximately 200% in 
dollar volume, and allowing for the de- 
creased value of the dollar, an increase 
of 50% in physical volume of goods 
handled 

A sales and promotion session on 
May 19 was presided over by Russell 
L. Putman, president of the Putman 
Publishing Co. Stanton E. Jennings, 
Progressive Grocer, presented a movie 
showing how women shop in self-service 
food markets, together with an analysis 
of the manufacturer's problems in 
getting full cooperation from retailers, 
and David R. Watson, Modern Rail- 
reads, described the methods used by 
his publication in building readership. 

Paul Wooten, president of the Se- 
ciety of Business Magazine Editors, and 
member of the editorial beard of the 
Chilton Publications, gave a detailed de- 
scription of his work in establishing con 
tacts with Washington administration 
leaders for business editors. 


PUNCHES sheets ond cov 


or weight, quickly, occura 


BINDS wp to 250 books on hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind 
ing. Complete office equipment 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 


BR, SPECIAL TRIAL OFFER 
MEM | Send today for informotion 
end 2 hondy pocket memo 
books bound on thn equip- 
ment. No obligation. 
an Poterts 
od for on GBC Binders 


ment 


808 W. Belmont Ave, Dept. IM-4 
Chicego 12, 


Our Readers 
Are Buying 
Production Machinery 

Wood Finishes 

Sproy Guns 

Glues and Give-Room Equip- 
ment 

Portable Sanders, Routers, 
Drills, Sews and Tools 
Abrasives and Sanding Equip- 
ment 


Carbide Sows, Cutters & Knives 


Cutting Tool Grinders and 
Sharpeners 


Dimension Stock, Plywood & 
Lumber 


Wood Screws and Fasteners 


Conveyors and Handling 


Write for Market 
And Media Date 


Woodworkers 
Reporter 


COSGROVE PUBLISHING CO. 
GRAND RAPIDS 2, MICH. 
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Eat in Los Angeles 
(Continued from page 64) 


Richlor’s, 134 N. La Cienega Blvd 
Planked hamburger steak and a terrific 
seafood bar—about $3.00 

Solly’s, 38 N. La Cienega Blvd. Piano 
& Novachord music with 2-inch thick 
steaks. Snacks only after 10:00 PM 
The Captain's Table, 301 S. La Cienega 
A little spot with clams, oysters, lob 
ster and stuff like that. Suuupreeme 
About $2.50 per 


Other Top Spots Around Town: 
Don The Beachcomber, 1727 N. Mc Cad- 


den Place. Tropical paradise to dine m 
Exotic dishes like spiced chicken liver, 
Rumaki, wild plum sauce and tamed 
original drinks. About $4.00 pe 
The Brown Derby, one on Vine St. at 
Hollywood Blvd., one at 3377 Wilshire 
Blvd. Wonderful food and you'll want 
to tell people you've eaten here. About 
$3.00 per 
Sportsmans Tavern, 1452 E. Hunting- 
ton Dr. Duarte, Calif. Not far from 
Santa Anita—wild food, frog legs 
Jim Otto’s, Sepulveda at Ventura, Mid- 
Victorian atmosphere and _ charcoal 
broiled steaks—About $3.50 
Larry Potter's Supper Club, 11345 Ven 
tura Blvd. Sarongs, bare legs, etc. with 
way above average tood. $4.00 to 
Copper Room, 446 N. Beverly Dr. Food 
under the direction of a connisseur 
named Angelo 
Perino’s, 4101 Wilshire Blvd. Out of 
this world food that will delight even 
gold in your teeth—-and cost about 
as much 
Kings, 8153 Santa Monica Blvd. A sea 
food joint with upper crust customers 
El Cholo, 1121 S. Western. Si, Senor 
Enchiladas fit for El Presidente—and 
a vote of confidence. $2 and up 
The Biltmore Hotel. You'll get to find 
out about this one without our help 
Knott’s Berry Farm, Highway 39, 
Buena Park. About ten acres of grown 
on-the-premises western food and at- 
mosphere 
Farmer's Market, Third & Fairfax. A 
fabulous gathering of individually 
owned specialty kitchens—outdoor eat- 
ing 
London Grill, 6724 Hollywood sivd 
Chops and stuff as prepared in pre-war 
merry ol’ England 
Mamma Weiss’, 244 S. Beverly Dr 
Hungarian Csarda, etc. $2.50—$5.00 
Paris Inn, 210 E. Market St. Singing 
waiters. French food and murals. $1.50 
» $5.00 
Old Virginia, 119 Pasadena Ave, South 
Pasadena. Y'all hungry fo’ chicken and 
viscuits? Phil Harris gets in the mood 
n this stuft. 
The Pantry, 915 W. 9th. A counter joint 
on 9th Street serving steaks as big as 
the vacant spot in your tummy 


Vow, pardon me, I'm hungry. 
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THE LARGEST INDUSTRIAL 
CIRCULATION IN CANADA.... 


Here's a next-door, $16 billion market you can explore easily 
and quickly through Canada's largest industrial circulation— 
CANADIAN INDUSTRIAL EQUIPMENT NEWS. 


It not only has the largest industrial circulation, but it also 
carries regularly more United States advertisers than any other 
Canadian industrial publication. 


In its wide horizontal coverage, CIEN reaches key men in all 
industries: manufacturing plants (including the large food and 
textile fields); public utilities; transportation companies; govern- 
ment departments, and other users of industrial products in all 
provinces. 


They total 195 major classifications of Canadian industry. 
Circulation of more than 15,000 is CCAB audited, and con- 
tinuously checked to maintain effective readership. 


High editorial standards, plus complete coverage, 
make CIEN the number one medium in the Canadian 
industrial field. Representatives in 15 United States cities. 


NATIONAL BUSINESS Pusiicarions 


Heed Office: GARDENVALE, Que., Canada 


MONTREAL ® TORONTO ® VANCOUVER © NEW YORK © CHICAGO 
PITTSBURGH @ SAN FRANCISCO © LOS ANGELES ® LONDON, Eng. 


Publishers of: CANADIAN MINING JOURNAL, PULP & PAPER MAGAZINE OF CANADA, 
CANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES, CANADIAN O'L & GAS INDUSTRIES, 
CANADIAN INDUSTRIAL EQUIPMENT NEWS, PRODUCT NEWS, SHOP, CANADIAN REFRIGER- 
ATION JOURNAL, LOCKER PLANTS & FROSTED FOODS. THE CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE, and the following onnuvels CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA. NATIONAL DIRECTORY OF 
CANADIAN PULP & PAPER INDUSTRIES, INDUSTRIAL EQUIPMENT HANDBOOK, CANADAN 
PORTS & SHIPPING DIRECTORY (bi-onnvol) 
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Hum of the Saw— 


Business is boom- 
ing in furniture, 
toy and many other 
of the 5000 wooed. 
working plants. 
Besides the sup- 
plies needed in the industry, advertise 
trucks, typewriters and other general 
products, If you must choose, use 

OOD PRODUCTS. 95% of ite cir- 
culation reaches top management! 
93° of its space is bought by agencies 
which KNOW! 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 

fist of subscribers 

AND ADVERTISERS 
\ | 


PRODUCTS) 


Phone: WAbeosh 2-1000 
343 S. DEARBORN, CHICAGO 4 


WILLIAM FEATHER 
and 


HOUSE ORGANS 


MONTHLY 
syndicated house or- 
j} gan service was estab- 
lished 34 years ago. Our 
publications are out 
standing in reader-inter 
| est and in profitable re 
turns to users. 


If interested, ask to be 
put on the mailing list of 
The William Feather 
Magazine sw that you 
| mav become familiar 
| with our service 


THE WILLIAM FEATHER 
| COMPANY 

S40 CAXTON BLDG 
CLEVELAND 15, OHIO 


Penn's Traveling Show 
(Continued from page 44) 


tions. Equipment includes some over- 
sized Penn controls in actual opera- 
tion, colored slides and two “live” 
boards illustrating an entire system 
in operation—one for heating, the 
other for refrigeration. Various col- 
ored lights move in a diagram on the 
board to show the action of each 
function in the system. 

The show lasts three hours (usual- 
ly 8 to Ll p. m.), ends with beer and 
sandwiches and moves to the next 
city via truck. 

Arrangements and promotions for 
the show are planned carefully step 
by step as follows: 

1. A news release announcement of 
the show, a schedule of appearances 
and a letter explaining promotion 
plans is sent to the company’s 16 
branch offices and three factory repre- 
sentatives. 

2. The company takes pains to ar- 
range for local wholesalers to invite 
their dealers to the show and to take 
credit for bringing the show to the 
area. Wholesalers are supplied with 


Business Papers Must... 


(Continued jrom page 54) 


readership data. These are general 
suggestions, and yet they mean a lot 
to us as advertisers. How well you ful- 
fill these responsibilities and obliga- 
tions may often be a determining fac- 
tor in our purchase of advertising 
space. 

1 certainly don't need to give this 
group a lecture on the importance of 
keeping the free enterprise system 
alive and kicking. It’s been said that 
under statism, the doctor probably 
keeps on doctoring, the ditch digger 
keeps on digging, the machinist keeps 
on machining, the farmer keeps on 
farming 

But | wonder if any of you pub- 
lishers have ever wondered what kind 
of work the state will let you do? 
Under a controlled economy, there 
is little need to advertise nameless, 
characterless, government-graded 
produc ts. Under a controlled econ 
ory manultacturers, dealers, buyers 
do not operate in a free atmosphere 
of buving and selling. 

If Communism of any shade were 
to take over our country tomorrow, 
advertising could well be one of the 


quantities of the jumbo post card im- 
printed with the wholesaler’s name 
for mailing to local dealers two weeks 
before the show. The card announces 
the show and names the wholesaler as 
sponsor. The wholesaler pays only the 
postage. 

3. Wholesalers are supplied with a 
self-mailer, also imprinted for mail- 
ing to dealers a week before the show. 
A return card is addressed to the 
Penn district sales office in the area. 
Penn’s prewar shows usually drew 
about 20% more guests than returned 
cards, In the current tour, that per- 
centage has more than doubled. 

4. Penn district sales managers are 
supplied with counter cards for plac- 
ing on jobber’s counters to announce 
the show. Five types of cards are 
printed, each type listing a different 
group of cities where the show will 
appear. This gives simplicity and a 
stronger local appeal by narrowing 
the number of cities listed. Penn dis- 
trict managers write in the name of 
the jobber “sponsor” on the card be- 
fore distributing it. 

5. Mimeographed press releases an- 

(Continued on page 139) 


first things liquidated. It just doesn’t 
fit that type of operation. It implies 
a freedom of choice. 

I see this high and mighty story on 
a system of free choice told in the high 
and mighty places. But the common 
man doesn’t read it there. Maybe he 
doesn’t read it anywhere. 

Your readers are as close to that 
laboring man as those of any media 
I know. Because your books are read 
by the superintendents, the foremen, 
the engineers, the maintenance men 

the supervisors who are but one 
step above the great mass of Ameri- 
can men and women who are not get- 
ting the right story. 

You have the responsibility, I feel, 
to inform and educate your readers. 
It is your duty to tell them how to 
pass that story on to the people work- 
ing under them. 

Potentially you provide a direct 
channel for the story to go from the 
high group to the low group. And be- 
lieve me, those people are not stupid. 
They want all they can get. But they 
don't want a nebulous, impractical 
dream. It is your duty to tell your 
readers the true story so that they can 
be the direct medium for telling the 
story where it really can do the most 
good. 
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NEW Data 
on Media 


The following changes in bi pa- 
per specifications have been announced 
since the Market Data Book number of 
Industrial Marketing went to press: 


Army-Navy-Air Force Journal 

To conform with the new organization- 
al set-up of the Armed Forces, Army & 
Navy Journal has changed its name to 
A4rmy-Navy-Air Force Journal. 


Butter, Cheese & Milk Products Journal 

National Butter & Cheese Journal 
has changed its name to Butter, Cheese 
& Milk Products Journal. 


Foundry 

Foundry will now accept island % 
page advertising units. Rates are: single 
insertion, $240; 6-time rate, $210; 12- 
time rate, $195. 


Home Furnishings 

Home Furnishings, which has had a 
9x12” page size, has adopted a new 
11-1/8x11-1/8" format, and has in- 
creased circulation té 18,000. 


Hospital Management 
New offices for Hospital Management 
are at 200 East Illinois St., Chicago 11. 


Industrial Marketing 
& Advertising Age 

InpustRiaAL MARKETING and Advertis- 
ing Age have moved to new offices at 
200 East Illinois St., Chicago 11. 


Power Engineering 
The new name of Power Generation 
is Power Engineering 


National Photo Dealer 


New rates, now effective: 


Times Page 14 Page 1/3 Page 
1 $300 $170 $115 
4 6 270 153 103 
i 12 240 136 92 
Sponsor 
" New rates, now effective: 
: Times Page 14 Page 1 Column 
l $350 $200 $140 
13 300 170 120 
26 255 145 100 


Transportation Supply News 

Effective in July, Transportation Sup- 
ply News will increase its circulation 
among highway trucking companies to 
20,000, bringing total circulation to 
57,500. 
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My The Super-Market In the & of America’s Industrial Future 


with eager readership! 


Eager READERSHIP 


Localized Construction News and “BIDS WANTED" 
Mean Greater Advertising Effectiveness 


Contractors, architects and engineers 
throughout the CONSTRUCTION NEWS’ 
6-State Area devour the news of job letting. 
Se each week they await the lengthy list 
of projected construction work available 
to them. One of those issues is CON- 
STRUCTION NEWS MONTHLY, which 
also contains personals, Ulustrated news 
about jobs, and ads. 


BIDS are the LIFEBLOOD 
of the Construction Industry — 
CONSTRUCTION NEWS IS THE 


HEART THAT KEEPS THEM IN 
CIRCULATION 


Contractors are almost wholly dependem 
on the publication of “BIDS WANTED,” 


contracts awarded, major contemplated construction projects of all kinds, That 
is their primary source of business, and usually their major interest in life. They 
are kept informed as jobs progress. Our monthly issue, in which you may place 
your ads, is the “NEWSpaper™ for contractors, engineers, architects, and public 
officials concerned with local construction. It is their desk companion, welcomed 


Realizing the intense interest in a “localized” publication covering a HUGE 
waiting market, 60 major advertising agencies placed 88 regular advertising 
schedules in the last six months of 1949. Include C.N.M. on your own sched 

or write for copy and circulation data. Capitalize on its EAGER READERSHIP. 


Over 6300 Readers 


~ 


ONSTRUCTION 
NEWS MONTHLY| 


ADVERTISING AND SALES 
PROMOTION MANAGER 


wanted by leading New York publisher 
of business publications. Must be experi- 
enced in creating ond producing o vol- 
ume of sales promotion material, adver- 
tising sales pr an gazi 
advertising. Send full details with recent 
snapshot (to be returned) to Box 438, 
INDUSTRIAL MARKETING, 200 E. Illinois 
St., Chicago Ilinois. 
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Advertising editorial and research purposes. 
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FOR 5S! YEARS the leading daily 


newspaper of the steel and metal 


industries. More than 250 com- 


panies selling to these industries 
are regularly advertising their 


products, services and equipment 


American Metal Market 


Daily Since 1809 
18 Cli St. New York 7, N. Y. 


Here's How IDEAL 
MODELS « « 


OWN MITCHENS 


ideal Kitchens 


This housewife is ready to buy because the prod- 
wet is seoled down to fit The Most Volveble Oupley 


Spoce in The World ,. . The polm of her hond! 


These 62 piece “Min Kitchen” sets of per 


fect plasth« scale models of steel bitchen equipment 


—maode by the world’s largest manufacturer of veel 


bitchens Used to help prospects ther new 


or re modeled bitchens, Mey furnah a three domen- 


trone! merchand ung «mpact Mat clincher sales 


Idea! Model perform these essentio! soles steps in- 


expensively @ Place your product your prospect's 
heonds. @ Assi? your prospect to viwollze your 
product Ailing his needs. © illustrate functon and 
styling of your product of the pow? of sole 


Our new coteleg gives you Cove ond tug- 
@ertions on how to sell products by Ideoling hem 
with faithful plast« scole models A reques! on your 


letterhead brings your copy. 


17251 Moran Ave. 
Detroit 12, Michigan 


MODELS COMPANY 


What Advertising Can Do 


(Continued from page 4i) 


adequate attention to newer or more 
dramatic forms of promotion? How 
about motion pictures? Last year a 
high school instructor near one of 
our Eastern plants used every fa- 
miliar teaching device — lectures, 
books, questions, blackboard—to pre- 
sent the Monroe Doctrine. A week 
later he asked the class, “What is the 
Monroe Doctrine?” 

Answers ranged from a “com- 
promise that admitted Missouri as a 
slave state” to “a style of orchestra 
leading where the leader sings in front 
of the band with a sad face.” 

At this point, the instructor showed 
a movie entitled “The Monroe Doc- 
trine.” When a week later, he again 
asked his question, he got an accurate 
response from every student. 

This is by no means surprising to 
psychologists, who tell us we receive 
87° of our impressions through our 
eyes. Nor is it a surprise to the Navy, 
which reported that men learn 35% 
faster and retain 55° more of what 
they learn when motion pictures are 
used, 

The power of visual aids would be 
no surprise to the late Adolph Hitler. 
When he was asked in 1939 to name 
the Nazis’ most important new weap- 
on, he replied, “My 60,000 motion 
picture projectors.” Nor would it 
have surprised Wilhelm Keitel, for- 
mer chief of the German general staff. 

When he surrendered in 1945, he 
said, “We had everything calculated 
perfectly except the speed with which 
America was able to train its people 
for war. Our major miscalculation was 
in underestimating their quick and 
complete mastery of film education.” 
\re we, as buyers’ counsels, making 
full use of motion pictures to con- 
vev buving information? 

Closely allied with this conveying 
of buving information is the second 
major job of advertising in a sales- 
mans market—inereasing the order- 
productivity of the salesmen. 

\dvertising is not something we do 
for fun, or ballyhoo, or habit, or 
pride. It is a method of helping to sell 
goods. 

Do you want an example of how 
advertising and sales promotion can 
increase the productivity of a sales 
staff? Last vear we announced a new 


% Your ad is your 


5 calling card 
to all the leaders in this field 


| BEDDING, the one and ONLY book 
of the entire sleep industry, you con 
present your name and business to the 
90% crowd. Out of more thon 2800 
plants manufacturing sleeping equip- 
ment, only about 800 firms don’? sub- 
scribe to BEDDING. (This group oc- 
counts for only 10% of the industry's 
volume.) 


You can become rapidly identified 
with this huge $331!,100,000 market by 
judicious, yet inexpensive advertising 


in BEDDING. 


if you ore not fomilier 

with the huge sleep 
market, send for dote 
thot will oweken you 
to its possibilities. 


Merchandise’ Mart, Chicago 54 


Your 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1950 SCHEDULES 


... see the 498 pages of data 
covering 84 primary markets 
— specifications, rates and 
circulations of the 2,400 busi- 
ness papers serving U. S. and 
Canadian industry — and the 
factual presentations of 200 
leading publishing organiza- 
tions . . . in your 


1950 INDUSTRIAL MARKET 
DATA BOOK 
NUMBER 
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product for the industrial market. It 
was an improved product. 

Six months later, with the same 
sales staff and very little additional 
sales expense, we were doing three 
times the sales volume. In other words, 
the productivity of our sales force on 
this line has increased three-fold as a 
result of a good product made known 
to our customers. 

Here's something very different— 
G-E silicone bouncing putty. It was 
developed in our laboratories several 
years ago but we could imagine no 
way in which it could be used. 

So our chemical department ran an 
advertisement on it. “We have some 
bouncing putty ... Where can you use 
it?” A rubber company saw the ad- 
vertisement, got some putty to experi- 
ment with, and as a result, bouncing 
putty centers are putting new bounce 
in golf balls. 

In using advertising to help sell 
goods, the way we handle inquiries is 
vitally important. Most industrial ad- 
vertisements end with a reasonable bid 
for action. But to judge by some in- 
formal tests we have made, many ad- 
vertisers actually don't want action. 
They seem to be wholly concerned 
with producing advertisements, and 
far above the menial task of following 
up for sales. 

But let the figures speak for them- 
selves. 

Three years ago my wife and | 
took a well-known national magazine 
and wrote in for the 167 items and 
booklets offered in its advertising 
pages. At the end of three weeks 61% 
of the advertisers had not responded 
to my inquiry. Thirteen per cent of 
them never did respond. Much of the 
material I received gave me no more 
information than was included in the 
original advertisement. Very little of 
it was really helpful. 

Two companies followed up in per- 
son: one a tombstone manufacturer 
whom I was able to convince that | 
wasn't dead enough yet to make use 
of his product; the other was a life 
insurance salesman. Although | had 
no intention whatever of buying life 
insurance, | ended up with a $15,000 
policy. Can you ask for better proof 
that advertising properly followed up 
results in sales? 

You don't have to go through a 
million-dollar survey to find these 
things out. 

Some months ago we had one of 
our men send for 36 publications of- 
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tors in MANAGEMENT COVERAGE 
TOPS in PRODUCTION COVERAGE 
TOPS in ENGINEERING COVERAGE 
TOPS in TECHNICAL COVERAGE 


WE REACH ALL MILLS... WE BLANKET EACH 
TERRITORY ... NO WASTE CIRCULATION 


When you study the circulation analysis of The PAPER INDUSTRY you 
will find that it covers top executives, supervisors and operators —- the 
very men who recommend and buy your products or services. 
Your advertising thus ties in with the thoughts of these leaders who are 


seeking progressive knowledge 
quickly. 

And, when you reinforce your 
monthly advertising with catclogue 
information in THE PAPER AND 
PULP MILL CATALOGUE and 
Engineering Handbook, you have 
an unbeatable combination for 
point-of-sale contact. 

Our representatives await the 
opportunity to review this market 
and our coverage with you. 


PRITZ PUBLICATIONS, INC. 


SU EAST VAN BUREN STREET 


CHICAGO S, 


WHEN YOU REACH 
THE HEART 
YOU REACH 


and pro- 
Aro SCRIBE creates 


duces 

within the 
material Ask for 
smalierf letterhead. 


details.-.0” your 


W. Jockson Blvd , Chicago 4 


COMPETITIVE 
ADVERTISING 


With comprehensive monthly surveys 
covering over 550 trade, technical, 
business publications. See a separcte 
report each month on each advertiser, 
listing magazines used, size of ads, 
products featured, color, bleed, 
spreads, inserts, etc. Used by leading 
advertisers. For information ond com- 
plete list of publications covered, write 


14138 S. La Salle (Riverdale) 
CHICAGO 27, ILL. 


7D er|ndust'y 
| see OUR CIRCULATION ANAL 
a 
2541 
| AD SCRIBE, North Canton, 0. ‘ 
ETTER GADGETS beep those letters out 


producers 
your best 


men in respon 
prospects 


Reaches to 
sible positions 


High editorial values that build high 
readership for both editorial and adver 
tising Pages 

Highest circulation in its history 12,767 
Highest subscription price in the field 
and bought strictly on editorial merit 
High subscription renewal percentage 

a0.27 

Your bigger than 
ever end the Pit and Quarry reader is 


a bigeer buyer of equipment than ever 
before 


PIT AND QUARRY 


538 SO. CLARK ST. CHICAGO 5, KL. 


sales potentials are 


in the 
Brewing Industry 
nearly 
Everybody Reads 


THE BREWERS DIGEST 


CHICAGO 6—147 JACKSON BLYD 


NEW YORK 18 — 512 FIFTH BRyont 9-9148 


fered in a single issue of a business 
paper. Since none of the ads specified 
stationery, our researcher 
used his home address, and wasn’t 
identified with General Electric. 

Of the 36 publications he requested, 
he received only 19. The quickest 
service was 19 days after he mailed 
his request; the slowest service was 
61 days. And we're still waiting for 
17 others. 

There was no follow-up by a sales- 
man from any of the companies, and 
| don’t think these should have been, 
since no business connection was in- 


business 


dicated, but I do believe he was en- 
titled to a prompt reply from every 
company. 

But don't let your salesmen off too 
A publisher with headquarters 
here in Chicago wrote to 100 readers 


easily 


who had requested information on in 
dustrial pumps to find out the sales 
follow-up that had been made. 

Seventy-two out of the 100 replied. 
Sixty-four had received the informa- 
tion requested; eight had not. Four 
of the 64 had been visited by a sales- 
man from the pump company; three 
had been contacted by a salesman on 
the telephone. 

This is a far better than average 
record, but sales management of the 
company was far from satisfied when 
they learned further that 28 of the 72 
inquirers had bought pumps since 
making the inquiry, and 20 of them 
had bought from other companies. 

I went to our purchasing depart- 
weeks and asked 


ment several 


them to co-operate with us in a little 


ago 


test. From April business papers in 
the industrial field, we selected 25 
advertisements from companies in the 
Chie ago area on products about which 
our purchasing people definitely 
wanted more information. Then we 
asked for the data offered in the ad- 
Vertisement, 

The 25 inquiries all went out on 
April 21. All 25 of them were on our 
company's distinctive blue stationery 
and signed by the purchasing agent 
responsible for buying the type of 
product involved. In working out the 
project, our vice-president in charge 
of purchasing commented, “Its like 
gold-engraved invita 
that 
answer is running blindfolded.” 

How many of these 25 companies 
do you think have sent in the material 


as of today, two and a half weeks 


later? Either Chicago people are far 


sending out 


toms; any company doesn't 


above average. or blue stationery has 


great pulling power, because 16 of the 
25 have sent the material requested. 

One has told us that our request 
has been referred to their nearest sales 
office (from which we haven't heard) ; 
one responded, but did not send the 
material requested; and 7 have not yet 
answered in any way. In how many 
of the 25 cases do you think sales- 
men have called on us to follow up the 
advertising lead? The answer is two, 
and one of them already has a size- 
able order. 

This interesting test of inquiry re- 
sponse touches only one rather sniall 
area of industrial advertising, but it’s 
like the queer little photographic 
hentracks by which our scientists infer 
the nature of the atom— it’s a hint of 
the present state of industrial sales- 
manship. Compared with the potential, 
industrial advertising is not doing its 
job in the salesman’s market. 

We must serve as the buyer’s coun- 
sel. 

We must help increase the sales- 
man’s order productivity. 

These jobs are of vital importance 
in the American scene. 

We Americans are told these days 
that there are many things we must do 
to “maintain our stability” and “avoid 
future depressions.” Willy-nilly, we 
are investing much of our wealth in 
great “price-support” programs, “pro- 
duction control” programs, “cradle-to- 
the-grave” programs, and whatever 
else the teeming brains of our legisla- 
tors can devise. This is not the place 
to evaluate the validity of such 
schemes, but | would remind you of 
one thing: 

All these magnificent bureaucratic 
support and control plans do not 
create wealth; they simply disperse it. 

Perhaps we need some so-called 
“cushions” the shocks of 
economic and social change. But this 
is certainly no time to settle back into 
the cushions and wait for paradise. 


to soften 


Rather, American business must re- 
assert itself, with all the force and 
brilliance at its command, We must 
again turn the minds of our people 
to the of wealth, to the 
modernization of our industrial ma- 


creation 


chine, to the building of a more pro- 
ductive America. 

This is the 
business community at mid-century. 
It's not a job for timid men. Each of 
us, in his own sphere, must think 


vital mission of our 


daringly. work tirelessly, and have 
faith in the outcome. 
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Advertising Volume 
(Continued from page 72) 


Utilization 20 
Water & Sewage Works 137 
Water Works Engineering 
Welding Engineer 1 


Western Canner and Packer *43 
Western Construction News “86 


Western Industry 


Woodworking Digest 
(44x64) 


World Petroleum 


Total 


Product News Group 


not In standard 7x10" pages 


Electrical Equipment 338 


Industrial Equipment News 71 
Industrial Maintenance 


New Equipment Digest 


Plastics World 159 
Product Design & 
Development 2 
Transportation Supply News 59 
Total 1/9 page units 2,164 
Total units divided by 9 240 
Converted to 7x10 pages 
{approx 
Total units divided by 4 541 


Trede Group 1950 


Air Conditioning & Refrigera 


tion News (w.) (114.16) 
American Artisan 117 
American Druggist 190 


American Lumberman & 


Ruilding Products 
Merchandiser (bi-w) *156 


Root & Shoe Recorder 


(semi-mo.) *200 
Building Supply News 158 


Chain Store Age— 
Administration Edition 


Combinations *22 
Druggist Editions 
General Merchandise— 
Variety Store Editions 102 
Grocery Editions e119 
Department Store Economist 73 
Domestic Engineering 171 
Electrical Dealer 40 
Electrical Merchandising 

(9x12) *146 
Electrical Wholesaling KO 
Farm Implement News 

(semi-mo.) 
Florists’ Review (w.) 
Fueloll & Ol! Heat .. 100 
Geyer’s Topics 76 
Glass Digest 32 


Hardware Age (bi-w.) q 
Hatchery & Feed *43 
Hosiery & Underwear 

Review £0 
Hosiery Industry Weekly °73 
Hosiery Merchandising 124 
Implement & Tractor (bi-w.) °*165 
Implement Record 
Industrial Distribution 290 
Jewelers’ Circular-Keystone 167 
Leather & Shoes (w.) 
Lingerie Merchandising 65 
Liquor Store & Dispenser 7! 
Motor 176 
Motor Age 121 
Motor Service 144 
NJ (National Jeweler) 

(5%a7%) 57 
National Bottlers’ Gazette 
Office Appliance 140 
Photographic Trade News 49 


Plumbing & Heating Business 126 


Industrial Group 1950 


Wood Worker “a9 


World oil 


Poges 
Volume figures for product news informa- 
tion publications listed below are reported 
in 1/9 page units (approximately 34 x 44") 


Nothing makes hay 


like a good display ! 


Like Lotus, the 
coolie cabbie, B R 


has proven they're real 


—— masters of sales 


psychology. That's 
why Studebaker, who 


wanted to show— 
and se//—at the 
\ Chicago Automotive 


Show, naturally 
turned to Be R 
for displays. 


Write for your free descriptive picture story of 
outstanding exhibits——prepored for B+R's out- 
standing clients 


BLADE & HELEN STS. ELMWOOD, CINCINNATI 16, OHIO 
NEW YORK — 475 FIFTH AVE CHICAGO — 207 SO. LA SALLE 


This Emblem Means 
IT’S EASY FOR YOU em 


Maret Data 


to Get Media and Market Data Book NuMBER 


When you see it in the advertisements of business publicetions—in their 
promotion copy in folders, om blotters, in circulars—you ere being 
reminded that the publication hos filed its complete reference data in The 
Market Data Book Number. it means you can find facts on the publication's 
editorial services, circulation, influence, market studies, and similar 
information, adjacent to complete data on the market it serves. 
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Trode Group 


Plumbing & Heating Journal 


Plumbing & Heating Whole 
saler 32 
Poultry Supply Dealer *25 *26 
Progressive Grocer (44,474) 173 152 
e Sheet Metal Worker 


Southern Automotive Journal 131 
Southern Hardware 77 95 
four Gade taste: 166 160 @ Read by more coal mer- 
Sports Age 4s ales 
a Super Market Merchandising 156 133 chants — more coal re 


Variety Merchandiser executives in the coal in- 


who buy and specity 75 dustry any coal 


Wood Construction & Build 


ing Materialist 53 55 i i 
City Engineers ( Tote! 
Cless Group 1950 1949 cHICACcCO 
County Engrs. \dvertising Age (w.) 
~ (10% x1 8255 $223 NEW YORE 
American Funeral Directo “71 
| 17 36 Whitehall Bldg. 
Water Supts. he American Restaurant #135 8132 the leeds 


Banking (7x10-3/16 67 foursel of the coal industry 
(hain Stere Age 
Consulting Engrs. Fountain Restaurant 
( ombinations 2 
(leaning & Laundry World 37 
audite engineering 
cireculotion in the field Fountain Service 6 42 SALES MANAGER 
109 104 A well established Midwestern manu- 
Hotel Monthly 3 3 facturer of bronze and iron standard : 
Hotel World Review (w.) 
“38 and high-pressure valves offers an ex- 


cellent opportunity to a man with ex- 


Industrial Marketing 


ecutive sales experience in the valve 


Journal of the Americar 
Medi al cw.) industry, or other closely related fields. 


Laundry Age °55 
— ‘ Sales outlets through distributors, job- 


Medical Beonomics 
190 205 bers ond equipment monufacturers. 
Modern Beauty Shop 65 75 Attractive salary arrangement to man . 


i, x 6 165 138 with successful managerial back- 
round. 
Nation's Schools 9 


in full 


Or Hygtens ‘ Write us confidence, giving 
business and personal histories. Box 
Restenrant Management 106 437, INDUSTRIAL MARKETING, 200 
Scholastic Coach E. Illinois St., Chicago 11, Ilinois. 
School Executive School 
Equipment News 78 68 
School Management 
h “ (9% «x 114% 21 22 
present Total 2,448 2,329 
Profit a. WHAT’S GOING ON? 
rotit bl Export Group 19501949 
veges @ Manulacturers and thei: 


American Automobile 
arke wevenne edition 65 egencies are using this 


American Exporter (two clipping service for collecting editorial 


editions 190 210 publicity, for making research and 
f American Exporter Industrial : market studies, for maintaining com- 
& Bookkeeping ss (two editions) 168 185 petitive advertising files and for de 
— Auger bits —— Batteries, dry cell, storage — Caminos y Calles “ 0 types of products and services. 


New Booklet No. 10 “How Business Uses 


pate nd Farmaceutico 57 62 Clippings” tells the whole story 
herdwore — Linemen's accessories — Office Ingenieria Internacional *, 
on an matruceion 8 
ted formes Protective equipmen? Industria 73 81 
— Seider — Soldering irons — Switchboerds — 
Telephones — Tepe — Trollers — Tools — VetGraw- Hill Digest 24 
Truck bodies, Wire and hundreds of other items 
weed in @ telephone plont Pharmacy International 23 


You con reach every telephone Kevista Acrea Latino 
company in the U. S. through Revieta ‘Rotaric ; 
Fortnightly Spanish Ora _ Hygien 

TELEPHONE ENGINEER Textiles Panamericanos 15 Advert inary whe know 
Write for sample copy, retes, etc Total 1.055 1123 

7720 Sheridon — Chicago 26, til SNIPS MAGAZINE 

Includes a special issue 5707 W. Lake St.. Chicage 44, 
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“Includes classified advertising 
Estimated 

Two issues 

Three issues 

‘Four issues 

Five issues 


+ & 10 units, sold as pages. 

Does not include advertising in special 
Western Section 

NOTE: The above figures must not be quoted 

or reproduced without permission 


Penn's Traveling Show 
(Continued from page 132) 


nouncing the show are supplied to 


branch managers to send to local news- GREATEST 


papers. Space is provided for branch 


managers to fill in the date, place and STEEL MILL 
name of local sponsor. Press an- The Iron and Steel Daily N 
‘ y News 
nouncements were released to the COVERAGE will be published again this 
year during the Iron and Steel 


trade press before the start of the tour. 
EAS WHEN STEEL MEN ARE Engineers Convention and Ex- 
6. I ean sends invitations to the IN a BUYING MOOD! position. The Pre-Convention 


membership list of the Refrigeration and four daily issues are" must 


Service Engineers Society and similar reading for every man in a 
organizations in the local area, there- supervisory capacity. You can 
t aching addit 1 dealers and reach this great concentration 


Yer through the advertising pages 
sponsoring wholesaler might have aa 26, 27, 28, 29, of one or more issues. 
missed, PRE-CONVENTION ISSUE SEPT. 11 

7. Penn sends invitations to all FOR MARKET DATA AND RATES WRITE— 


heating and refrigeration equipment 


manufacturer's and jobbers on the SOCIATION of IRON STEEL ENGINEERS. 


companys customer and prospect PITTSBURGH 22, PA. 
mailing list. Manufacturers are in- 
vited to have their local service men a 


their service personnel whom the 


and salesmen attend. The show offers pre imme 
them the opportunity to rub shoulders 
with dealers and do a little promoting 
of their own products. Included with 
the invitation letter is a news release 


describing the show and a list of the ANOTHER 


show itinerary. 
8. Manufacturer and jobber cus- REASON 
tomers of Penn are supplied with 


whatever quantity they need of a you 


mimeographed announcement and 


courleows, cooperative 


itinerary to send to salesmen and other 
personnel in branch offices where the WILL 
show will appear. 
Results of the show are (1) dealer LIKE 
attendance greatly increased above 
that of prewar shows, (2) dealers’ 
comments of apprec iation after meet- 
ings. (3) letters of thanks from many 
dealers and, more important, (4) 
a rising sales volume. 
To bolster dealer confidence and 
support, Penn has found business ad 
vertising essential. But ad messages 


must be short. There is room for a photo ving 

brief case history, a trade problem I . y 

solution, the name of company and 116 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOUES 


product. Penn has put its traveling 
show to work as a thoroughly de- TELEPHONE: FR-2-6343-44-45 


tailed, dramatic complement of the 
company's total sales promotion ef- 


fort. 
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MANAGE TO GET 
SUCH A FINE EXHIBIT 
THIS YEAR, AL? THEY 
MUST HAVE UPPED 

YOUR BUDGET! 


AMERICAN VAN SERVICE 
Sq AND CUT OUT CRATING COSTS. 
“THAT SAVED PLENTY / 


Don't let CRATING 


rob your Display Budget 
North American Padded Vans 


Deliver Exhibits Promptly, 
Safely, Economically 


Crating adds 10 to 15° to the original 
cost of a tradeshow display—but adds 
nothing to its effectiveness! That's why 
so many firms now ship their exhibits 
uncrated, in North American padded 
vans. Save crating expenses, shipping 
weight, setting-up time 
New Brochure Free 

See classified phone 
book for your local 
North American Van 
Lines agent. Ask him 
for helpful booklet on 
moving exhibits and 
displays, or write us. 


Personnel and Plant Moves 
Call in North American for dependable 
moving of transferred personnel, and on 
office or factory moves. It costs no more 
to get this superior service. 


NORTH AMERICAN VAN LINES, INC. 
Dept. IM3, Fort Wayne 1, Indiana 
America's Leading 


Leng Distance 
Movie 


VAN LINES, Inc, 


Ad Scribe 135 

Advertisers’ Research Service .. 135 

Air Conditioning & Refrigeration 
News 


*American Artisan 
*American Chemical Society 
*American Metal Market 
*American Society of Civil 


10-11 
$1,117,119 
IM 


Engineers 113 
American Society of Mechanical 

Engineers 104 
American Type Founders Facing 65 
*Analytical Chemistry 51 
ASME Mechanical Catalog 104 


Associated Business Papers 
“Associated Construction Publications.. 85 
Atlantic Fisherman 130 


Bacon's Clipping Bureau 138 
Banking 
“Bedding 
Blac Jiamond 138 
*Breskin Publishing Corp 55, 95 
*Brewers Digest, The 136 
*Bullding Supply News 69 
Burton-Rodgers, Inc 137 


Business News Publishing Co 2 
Business Week Insert between 64-65 
Butane-Propane News 78-79 


Canadian Industrial Equipment News. 131 
Cantine C The Martin “7 
Ceram Bulletin 112 
Ceramic Industry 19 
Chemical Engineering 91 
*Chemical & Engineering News 117 
Chemical Processing Preview 77 
Chilton Publications 86-87 
*Civil Engineering 113 
Clark-Smith Publ. Co 110 
*Conover-Mast Corp 82-4th Cover 
*Construction Bulletin 
*Construction Digest 85 
Construction Equipment 31 
*Construction News Monthly .. 85, 133 
*Constructioneer 73, 85 
"Cosgrove Publishing Co 130 
Daily Journal of Commerce 25 
*Dixie Contractor, The 85 
*Dodge Corp. F. W 4849 
*Domestic Engineering 6-7 
*Domestic Engineering Catalog 

Directory 6-7 
*Electrical Catalogs ; 81 
*Electrical Engineering 18 
*Engineering & Mining 

Journal 2nd Cover 


*Factory Management & Mainte- 


nance 20-21 
Feather Co. The William 132 
*Food Industries Catalogs 81 
Food Processing Preview 7 
*Fritz Publications, Inc ° 135 
General Binding Corporation 130 
General Exhibits & Displays, Inc iM 
Hartwig Displays 133 
*Heating, Piping & Air Conditioning 2 
Heating & Plumbing Equipment 

News 101 
Heinn Company. The .. 8 
*Hospital Management 121 


Ideal Models Co. . 1M 
*Industrial & Engineering Chemistry. .119 
*Industrial Equipment News .. 97 


*Industrial Maintenance . 12 
*Industrial Marketing .. 98-99, 128-129 
*Industrial Press, The 
*Industrial Publications, Inc 19, 69 
“Industry & Power 26-27 
*Ingenieria Internacional Construccion. 32 
*Ingenieria Internacional Industria 


*Institute of Radio Engineers, The it 
*Institutions Catal irectory 6-7 
*Institutions Magazine 6-7 
Iron Age, The ane 86-87 
Iron & Steel Engineer 139 


Jenkins Publications, Inc 78-79 


Index to Advertisers 


*For Detailed Reference Data See THE MARKET DATA BOOK NUMBER. 


“Keeney Publishing Co 2, 10-11 
Kimberly-Clark Corp 


*Machine Design 16-17 
*Machinery 61 
*MacLean-Hunter Publ. Corp 93 
“Marine Engineering & Shipping 

Review 45 
*Mass Transportation 100 
*Materials & Methods »D 
*McGraw-Hill Catalog Service .. 81 
*McGraw-Hill Digest 2 


McGraw-Hill Field Photo Service 
I 


*McGraw-Hill International Corp 
*McGraw-Hill Publishing Co., 
Inc 4-5, 70-71, 124 
Mechanical Engineering ... 104 
Metal Progress pA} 
*Michigan Contractor and Builder 85 
*Mid-West Contractor 85 
*Milk Plant Monthly 
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*Mississippi Valley Contractor 85 
Mitchell A ..135 
*Modern Packaging Encyclopedia 55 
*Modern Plastics 95 
*Modern Railroads 9 
*Modern Railroads Publishing Co 9 
National Business Publications, 
Lt 
National Industrial Adv. Ass'n 107 


*National Milk Publishing Co., Inc. 13 
*National Provisioner, The ‘ 

*New England Construction 
*New Equipment Digest 63 
Newsweek ..74-75 
North American Van Lines 140 


*Operating Engineer 
Palm Fechteler & Co 
*Panamerican Publishing Co 4 


*Paper and Pulp Mill Catalogue Jl 
*Paper Industry, The ..(Formerly The 
aper and orld) 


*Penton Pub. Co 17, 52-53, 63 
*Pit and Quarry 
*Proceedings of the IRE ill 
Public Magazine ... 138 
*Purchasin 82 
Putman Publishing Co 
*Railway Age 14-15 
“Railway Engineering and 

Maintenance 
“Railway Mechanical Engineer 14-15 
“Railway Sensing .. 14-15 


Rapid Copy Ser 
*Reinhold 
me. .. 


114 
Si, 117, 119 
Remington Rand 115 
*Roc 


Sickles Photo-Reporting Service .....133 
*Siebel Publications 136 
*Simmons-Boardman Pub Corp 14-15, 45 
*Smith Publishing Co., W.R.C 3rd Cover 
*Snips Magazine 138 


*Southwest Builder & Contractor .. 85 
*Steel ... 82-53 
“Sweet's Catalog Service . 48-49 
Telephone Engineer 138 
*Texas Contractor ............ 

Textile Bulletin ..... see . 110 


“Textile Catalogs 


*Textile Industries 3rd Cover 
Textile World 

*Textiles Panamericanos ase 24 
*Thomas Publishing Co. .. 
*Traffic World ..120 
*Transportation ‘Supply “News 8 
Wall St. Journal ... ... 102-103 
Warren Campane. 8. D 
Washington oto Engraving Co 139 
“Western Builder ... 
Wiley & Sons, Inc., John 118 
Wolff Studios, Raphael G 
Wood Produc . 132 
*Woodworkers , ...190 
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LEADERSHIP WHERE IT COUNTS = | ... FOR YOU! 


Among executives the mills, 


TEXTILE INDUSTRIES leads 


U.S. CIRCULATION 


With 18.085 copies monthly in 
this country, TEXTILE IN- 
DUSTRIES provides the fullest 


peosible coverage of the indus- Plant production and management men queried in an 
try’s important uying units 

impartial survey rank T.I. number one in editorial 
Anal d Directed D b : 4 

te helpfulness to actual mill operation. Over 85% 


unique among textile publica- 

tions, and tremendously valuable of responding executives regularly read TEXTILE 
to advertisers because it provides 

their most effective means of INDuUsTRIES. This better readership means better 


selling the entire market 


response for T.1. advertisers. 


1. 1. LEADS cincucation in HEAVIEST 
TEXTILE PRODUCING AREAS 


1. LEADS wm percentace oF 
ACTUAL PAID MILL CIRCULATION 


In New England TEXTILE INDUSTRIES has 
4, 352 paid subscribers; 7,992 in the South Atlantic 
—a combination of 12,344 which tops all other na- 
tional textile journals in these markets. Mills of 
these two areas operate 89° of the nation’s 
spindles, 85% of the looms, and account for more 
than 80° of all U. S. textile mill purchases. 


With 86° of its total paid going 
directly into manufacturing 
plants, TEXTILE INDUS- 
TRIES leads all other national 
textile publications in this im- 
portant category .. . and leads 
the field with the largest total 
domestic mill circulation. 


Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ga 


ADVERTISING REPRESENTATIVES Cleveland, Ohie, A C Smith, 
Boston, Mass. Arthur haw, |! Monroe Rd Buffalo, N.Y D Parsons. 63 Barker St 
Wellesley Hills Charlotte, N.C. W A McGee Box 562 
New York, N. Wm K Hoffman, 58 Euclid Ave, Gastonia, N.C..W C Rut 62 Poston Circle 
Maplewood, N J Los Angeles, Calif, Chappell, 427 W. Sth St 


Chicago, H1l., LE Allen, Madison-LaSatle Bidg London, Eng., V Delport, 2 Caxton St wl 


- 
4a 
; 
| 
1 
“4 
+ 
: 
MG 
x 
‘a 
- 
| 
7 . 
, 


In real plants... 


with real buying authority 


Many advertisers can recall Mill & Factory's first break 
with business paper publishing tradition—in 1928. 
Guaranteeing a circulation composed wholly of pre-identi- 
fied buyers — it was unheard of. But true! It could be 
proved. Mill & Factory's entire circulation is built and 
maintained by salesmen of industrial machinery and equip- 
ment — men intimately familiar with plants and plant 
personnel, 


1949— Mill & Factory, now one of America’s great 
industrial publications, drops another circulation bomb- 
shell—Certified Readership. Advertisers are guaranteed 
100° live circulation ... circulation free of unread copies 

and free of deadwood (copies going to those who have 
lett the field). Proot that the pre-identified buyers are 


regular readers, exercising buying authority today! 


How does Mill & Factory's 
Readership Certification 
System work? 


Six months after a reader is added, and once a year there- 


atter, he is asked three pointed questions 


A—Do you read Mill & Factory? 
B—Are you finding it useful’ 
C—Do you wish to continue receiving this publication? 


Those who answer “No” to any of these questions are 
promptly dropped from the circulation. Non-readers 
are eliminated. 


Names of those who do not reply are sent to the local 
industrial distributor organization for personal investi- 
gation. We find that many who do not respond are 
simply allergic to questionnaires. They are, however, 
regular readers. 


The investigation represents not a sampling but 100% 
of the circulation in the area surveyed. All survey results 
are to be independently audited for accuracy. 


Through editorial excellence and a circulation-building 
method unique in business paper publishing — Mill & 
Factory laid the tracks for more effective industrial adver- 
tising. Now comes CERTIFIED READERSHIP — the 
“golden spike” — linking, in fact, advertiser and industrial 
buyer, leaving no doubt that Mill & Factory delivers the 
highest advertising value per dollar in its field. 


Inc., 205 East 42nd St. 
Leader 
fugel 
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